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$250,000 ‘Shrinkage’... 


If You're Acceptable, 


You Can Advertise. 


Sue BrettSues, °2 Directory 
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New York, Sept. 1—Here’s good 
news for advertisers who can pass 
a social register screening... you| 


Says ‘Sanforized’ 
Ad Is Libel Issue 


New York, Aug. 31—Sue Brett | ®©SS- ’ , : 
Inc., dress manufacturer, has filed| List of Society, national social | 
a $250,000 damage suit in supreme directory started four years ago, | 
court against Cluett, Peabody & 
Co. and Young & Rubicam for li- 
bel and unfair competition in pub- 
lishing an advertisement depict-|S@le._ : 
ing a dress, allegedly by Sue This week it moved eyebrows 
Brett, as having shrunk because it|"ight off faces by announcing that 
was not “Sanforized.” advertising will be accepted. Not 

The defendants have filed a|too much, of course. A maximum 
general denial. of six full-page ads will run and 

The disputed advertisement, a|they must be non-competitive— 
b&w page which ran in fashion|“@nd high class.” The rate? Five 
magazines last October and No-|thousand dollars per page. 
vember, shows an irate college| As in the case of. persons listed 
girl trying to get into a dress which |in the volume, advertisers will 

(Continued on Page 8) have to be screened by the advis- 


- __jory committee of the List of So- 
Fil tear that salesgiri apart! 


cost-per-1,000 rate in the ad busi-| 


ciety for acceptability. 


® AA was told that the move is 
not unprecedented, since it follows 
the policy of the venerable Burke’s 
Peerage in England, which also ac- 
cepts a limited number of “high 
‘|class” ads. 

The 1956 edition, to be published 
in late October, will list some 
17,000 names from “the most 


now have ahance to buy a page |, x 
at what is probably the highest! Screams 


when it announced that the 1956 
edition will be offered for public | 


You save’a lot of calories by using Sucary! 
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end you can't taste the difference 
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WHICH TWIN HAS THE CALORIES?— 
This full-page color ad, appear- 
ing in Sunday newspaper sections 
Sept. 11, will launch Abbott Labs.’ 
first consumer drive, for Sucaryl. 
The ad will be repeated in maga- 
| zines. (Story on Page 2.) 


| prominent families of the nation.” 
Previously, List of Society was 
offered only to the listees at $10 a 
copy. Listees still have this option. 
The directory will be sold to the 
public at $18 a copy—$15 if or- 
dered prior to publication. 
| John Feller Affiliates, New 
York, has been appointed sales 
agent, advertising representative 
and public relations counsel for 
List of Society. 


New York, Sept. 1—One of the 
most controversial figures in mod- 
jern retailing is about to leave the 
|| Stage. 
i| Lingan A. Warren’s request to 
be relieved as president, general 
manager and a director of Safeway 
Stores Inc., third largest retail or- 
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$250,000 DAMAGES—Sue Brett Inc., 
New York dress manufacturer, 
claims this ad features a “false and 
defamatory” photograph of one of 
its dresses and has filed suit for 
$250,000 damages against Cluett, 
Peabody & Co. and Young & 
Rubicam. 


ganization in the country, which 
sold nearly $2 billion worth of 
merchandise in 1954 through its 2,- 
000 retail outlets, has aroused 
widespread speculation here. 

Mr. Warren, now 65, has rec- 
ommended that-a special meeting 
of Safeway stockholders be held 
at Baltimore Oct. 3. The purpose is 


Westinghouse Drops Fair Trade; Says 


MANSFIELD, O., Sept. 1—West- 
inghouse Electric Corp. apologeti- 
cally ditched fair trade yesterday. 
Retailers may now charge what 
they wish for Westinghouse elec- 
tric housewares and bed coverings. 

“Actually, we believe in fair 


‘trade, but under present conditions 


do not believe it is workable,” 
John J. Anderson, portable ap- 
pliance manager, announced here. 
“As conditions change in the fu- 
ture, our price policy may aiso 
change.” 

The defection of Westinghouse 
leaves General Electric and Sun- 
beam Corp. as the major backers 
of fair trade in the appliance in- 
dustry. However, Proctor Electric 
Co. and McGraw Electric Co. also 
maintain fair trade programs. 

In explaining Westinghouse’s 
move, Mr. Anderson pvuinted out 
that fair trade has become “in- 


Conditions Make It ‘Unenforceable’ 


creasingly unenforceable” as a re- 
sult of: 

1. Cut-price selling by discount 
houses and other stores. 

2. Catalog selling from non-fair 
trade states into fair trade states. 

3. Refusal of some states to up- 
hold fair trade laws. 


® Fair trade pacts between man- 
ufacturers and retailers have been 
ruled unconstitutional by courts in 
Nebraska, South Carolina, Utah 
and Kansas. Non-signer clauses— 
binding all retailers to sell at a 
stipulated price if only one retailer 
signs a pact—have been ruled un- 
constitutional in Michigan, Geor- 
gia, Colorado, Virginia and Oregon. 

The South Carolina fair trade 
law was overthrown in July in a 
case brought by a discount house 
against Westinghouse. 

(Continued on Page 65) 


Lingan Warren ‘Leaves’ Safeway Stores 
|After 21 Pioneering Years as President 


to elect 5l-year-old Robert A. 
Magowan, son-in-law of Charles 
E. Merrill, senior partner of Mer- 
rill Lynch, Pierce, Fenner & Beane, 
and a general partner in the brok- 
erage house, as Safeway’s board 
chairman, a new position, and 52- 
year-old Milton L. Selby, an at- 
torney, now v.p. and treasurer of 
Safeway, as president and operat- 
ing head of the supermarket chain. 

Mr. Warren has also asked that 
his present employment contract 
with Safeway be amended to pro- 
vide for his continuance with the 
company as consultant and advisor, 
for which he will receive $2,000 a 
week for life, plus $11,204 a year 
retirement income. 


® It is not believed here that Mr. 
Warren’s retirement is likely to 
change any of the company’s major 
policies. Nor is it believed that the 


(Continued on Page 8) 
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New Nathanson Shop 
Takes Toni from W&éG 


Kiesewetter, Baker 
Agency Dissolves: 


‘Not Enough Income’ 


New York, Sept. 2—Declining 
profit has forced Kiesewetter, Bak- 
er, Hagedorn & Smith out of busi- 
ness. 

The 25-year-old agency will be 
dissolved by the end of the year. 

One executive of the agency 
summed up the situation as fol- 
lows: “We worked too damn hard 
and made too little money.” H. B. 
Smith, v.p. and partner, told AA 
today that the agency has been 
billing $2,000,000 on some 20 ac- 
counts. He said nearly all the ac- 
counts already have been placed 
with other agencies, but he de- 
clined to name them. 

Mr. Smith said the agency is 
now down to 28 employes, and 
most of them have been placed 
elsewhere. 

H. M. Kiesewetter, chairman of 
the board and founder of the agen- 
cy, is retiring from business. Hor- 
ace Hagedorn, v.p. and another 
partner, has not yet announced 
his plans. Mr. Smith said he will 
enter another business—“not the 
agency business.” He joined Kiese- 
wetter three years ago. 


m The agency lost its president, 
creative man Samm S. Baker, a 
month ago, when he resigned to 
join Donahue & Coe (AA, Aug. 8). 
Mr. Baker had been elected pres- 
ident in April, after Mr. Kiese- 
wetter put into effect a four-part 
rotating presidency, announcing 
that “25 years is long enough for 
(Continued on Page 8) 


Former Toni Ad Head 
Starts Agency with 
$5,000,000 Account 


Cuicaco, Sept. 2—What threat- 
ened for a while to be one of the 
most sensational advertising stories 
of the year today became a fairly 
routine story of man-leaves-agen- 
cy-with-large-account. 

The story, as told in a release 
sent out by Weiss & Geller but 
subsequently described as a “joint 
release, subscribed to by both Mr. 
Weiss and Mr. Nathanson”: 

“Weiss & Geller Inc. has re- 
signed the Toni Co. account, effec- 
tive Dec. 1, 1955, Edward H. Weiss, 
president of the advertising agen- 
cy, announced today. 

“All services of the agency to 
the Toni Co. will terminate on that 
date, Weiss said. 


= “Don Paul Nathanson, v.p., to- 
day announced his intention to , 
resign from Weiss & Geller as of. 
Dec. 1, to form a new agency. Fol- 
lowing Dec. 1, those portions of the 
Toni account previously handled 
by Weiss & Geller will be assigned 
to the new organization, Nathan- 
son said.” 

Several burning questions were 
plainly passed over in the cryptic 
release, but most of them were 
later said to have been only of 
match-stick size anyhow. One was 
whether the departure of Mr. Na- 
thanson and more than $5,000,000 
in billings might precipitate a 
Duane Jones-type lawsuit. 

The answer today (apparently 
after considerable mulling over) 
was: No. 


(Continued on Page 69) 


Split FTC Decision Says Integrated 
Buyers May Get Functional Discounts 


Significant Opinion 
Wins 3-2 Majority 
in Doubleday Case 


WASHINGTON, Sept. 1—In a deci- 
sion of unusual significance, the 
Federal Trade Commission ruled 
today that sellers can give func- 


tional discounts to integrated buy- 


Last Minute News Flashes 


L. H. Hartman Co. Gets Dubonnet Account 


New York, Sept. 2—As predicted in AA (Aug. 29), Schenley In- 
dustries, which recently purchased Dubonnet Corp., American subsid- 
iary of the French-owned aperitif maker, has moved the Dubonnet ad- 
vertising account from W. H. Weintraub & Co. to L. H. Hartman Co. 


Type Founders Switches to Doyle, Kitchen 


New Yorx, Sept. 2—American Type Founders, Elizabeth, N. J., 
printing equipment manufacturer, has moved its advertising account 
from James Thomas Chirurg Co. to Doyle, Kitchen & McCormick. 
George Frye, former v.p. of the Chirurg agency, is the account execu- 
tive at DK&McC. 


Gardner Resigns Trenton Foods 


St. Louis, Sept. 2—Gardner Advertising Co. has resigned the adver- 
tising account of Trenton Foods, Kansas City, Mo., maker of Dinner 
Time pot pies. 


(Additional News Flashes on Page 69) 


ers—those who perform the func- 
tions of both wholesaler and 
retailer—without violating the 
price discrimination provisions of 
the Robinson-Patman Act. 

The decision, by retiring Chair- 
man Edward H. Howrey, breaks 
away from the long-standing FTC 
position that all customers at the 
same level of distribution must be 
accorded identical terms. 

Under the Howrey decision, 
sellers can make price concessions 
on the basis of a showing that a 
particular integrated customer has 
taken over a specified portion of 
the distribution cost ordinarily as- 
sumed by the seller. 

His opinion was supported by 
Commissioner John Gwynne (who 
becomes FTC chairman when Mr. 
Howrey leaves this month) and 
Commissioner Lowell Mason. It 
was sharply attacked by Commis- 
sioner Robert T. Secrest and Com- 
missioner James Mead, both Dem- 
ocrats. In separate opinions they 
said the Howrey doctrine will 
make the price discrimination pro- 
visions of the Robinson-Patman 
Act unenforceable, and that the 
result will be the “ultimate an- 


(Continued on Page 69) 
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Abbott Uses First 
Consumer Ads in 
Sucaryl Campaign 


(Picture on Page 1) | 

NORTH CHICAGO, ILL., Sept. 1—| 
Abbott Laboratories will place its| 
first consumer advertising in its 67-| 
year history this month. 

Magazine and newspaper sec- 
tions will be used to promote the 
pharmaceutical maker’s Sucary]| 
non-caloric sweetener. 

The campaign, placed by Tath- 
am-Laird, will break Sept. 11 in 
96 Sunday newspaper supplements 
in four-color page ads featuring 
recipes and food photos. 

A four-color spread will run in 
Life Sept. 26 and will be followed 
by color pages every month in the 
First 3 Markets Group, Ladies’ 
Home Journal, Life, Parade, This 
Week Magazine and six independ- 
ent Sunday newspaper sections. 

The ads will show apparently 
identical desserts, one sweetened 
with Sucaryl and the other with 
sugar. Copy will point out the dif- 
ference in calorie count between 
the dessert made with sugar and 
the one made with the non-caloric 
sweetener. Each ad will feature a 
new recipe and will offer a free 
32-page Sucaryl recipe book. 


® Abbott says it decided to expand 
its Sucaryl advertising from its 
traditional medical and profession- 
al journal list to consumer publi- 
cations “after a change in the 
Sucaryl] formula produced dramat- 
ic improvement in the product.” 
The company says it is now pos- 
sible to get food sweeter than be- 
fore, and without aftertaste, with 
the improved Sucaryl. 

The product comes in tablets, 
solution and powder form and can 
be cooked or baked into any food 
at any temperature without loss of 
sweetening power, Abbott says. 

The product was_ introduced 
five years ago and has been dis- 
tributed through drug stores. It 
also is supplied in bulk to makers 
of low-calorie beverages, frozen 
desserts, canned products and oth- 
er special purpose foods. 

At the same time that Sucaryl 

will appear in consumer advertis- 
ting, Sucaryl’s advertising in med- 
4cal, dental, home economics and 
» @rug trade publications will be in- 
.wreased 100%. 
Trade journals in the beverage, 
‘food processing and ice cream field 
will carry, in their September is- 
sues, a nine-page gatefold insert 
featuring the initial Life spread and 
other consumer magazine ads. 


N.Y. Mayor Praises 
Admen, Grouips for 
Anti-Delinquency Aid 


New York, Aug. 30—Mayor Ro- 
bert F. Wagner has commended 
and thanked advertising people for 
their aid on the city’s problem of 
juvenile delinquency. 

In a letter to Frederic R. Gam- 
ble, president of the American 
Assn. of Advertising Agencies, 
Mayor Wagner expressed “appre- 
ciation for the generous coopera- 
tion of the Four A’s in the fight 
on juvenile delinquency, which 
has long been one of my most vital 
concerns.” 

The letter followed the recent 
appointment of Warwick & Legler 
as the volunteer task-force agen- 
cy, conscripted by the Four A’s 
New York Council. Similar letters 
were sent to Warwick & Legler, to 
the advertiser-coordinator, George 

3 E. Mosley, v.p. in charge of adver- 
‘ tising and sales promotion for Sea- 
gram Distillers Corp., and to Paul 
West, president of the Assn. of 


(Continued on Page 70) 


BEAUTY SECRET—Hearing aids will 
move into the fashion pages this 
fall when Maico Co., Minneapolis, 
runs this ad in the Sept. 15 issue 
of Vogue to boost its line of all- 
transistor aids. 


Luckies TV Ads 
Get Top Score 
in Advertest Poll 


NEw YorK, Sept. 1—Lucky 
Strike retains its title as the peo- 
ple’s favorite television commercial 
—in the New York metropolitan 
area at least. 

This year’s survey by Advertest 
Research shows Lucky Strike hold- 
ing onto first place as the best 
liked commercial. Made in June, 
the study covered a sample of 745 
tv homes. 

American Tobacco’s top brand 
also placed first in the best re- 
membered ranking and led the 
cigaret field in the most convinc- 
ing category. 

Runners-up in the best-liked 
category, in order of rank, were: 
Westinghouse, Kraft, Piel’s, Jell-O, 
Knickerbocker, Ballantine beer, 
Ajax, Chesterfield, and Lincoln- 
Mercury and U. S. Steel, which 
tied for tenth place. Westinghouse 
came in second in the best-re- 
membered ranking. 

A large proportion of the view- 
ers showed themselves exceptional- 
ly well informed on the subject of 
video advertising, and many re- 
spondents could give an adequate 
description of many tv commer- 
cials. 


a Most of the people questioned 
prefer male to female announcers. 
They like commercials with car- 
toons, information about new 
products and (or) humor. They 
dislike too many interruptions of 
the program, too much advertising 
and repetition. 

These were the leaders in terms 
of being the most convincing in the 
11 product categories specifically 
covered in the Advertest study: 
Automobiles, Lincoln-Mercury; 
beer, Knickerbocker; cigarets, 
Lucky Strike; instant coffee, Max- 
well House; cosmetics, Hazel Bish- 
op; laundry soap, Tide; shampoo, 
Halo; soft drinks, Coca-Cola; 
toothpaste, Colgate; tv sets, RCA, 
and deodorant, Stopette. 


Tubby Named Promotion Chief 


Roger Tubby, a former White 
House press secretary in the Tru- 
man administration, has been ap- 
pointed chief of information and 
promotion in the New York State 
Commerce Department, Albany. 


‘Bangor News’ Moves 

The News, Bangor, Me., has 
moved into its new plant at Main 
and Buck Sts. The new facility 
contains four times the space avail- 
able in the daily newspaper’s for- 
mer plant. 


— in Sept. 15 ‘Vogue 


Maico Hearing Aids 
Make Fashion Bow 


‘ 


MINNEAPOLIS, Aug. 31—Maico 
Co. will take its all-transistor hear- 
ing aid line into the fashion col- 
umns this fall with an ad in Vogue. | 

Maico says this is the first time | 
hearing aids have been nationally 
advertised as beauty aids. 


Explaining why the company has | 


moved from its traditional “hear 
better, live better” type of newspa- 
per advertising into the glamor 
pages, L. A. Watson, president, 
says, “A hearing aid is nothing to 
be ashamed of. 


be worn with pride. 
“Many hard-of-hearing women 


have rejected the hearing aid they | ~~ 


badly need because they think it 
will be conspicuous and detriment- 
al to their appearance. 

“We are now attempting to show 
these women that the alertness and 
self-confidence a good hearing aid 
can bring them will add to rather 
than detract from their charm.” 


@® The new hearing aid to be ad- 
vertised in Vogue next month un- 
der the headline, “The World’s 
Best Kept Beauty Secret,” can be 
almost completely unobservable. 
The receiver and transmitter are 
available in a line of decorative 
“Hear-Rings” that are worn as 
regular earrings. 

The aid itself is in a box about 
the size of a small matchbox and 
can be attached under the hair 
with a barrette so that it can’t be 
seen. The boxes come in _ hair- 
blended colors. 

Maico is sending to 250,000 users 
and prospects a self-mailer carry- 
ing a reproduction of the Vogue 
cover and its ad, plus additional 


information on the Maico fashion 
story. 
Dealers will receive counter 


cards, newspaper mats, radio and 
tv copy and window displays based 
on the ad. Bozell & Jacobs, Min- 
neapolis, is the agency. 


Engraver Names Danner S. M. 
George M. Danner has been ap- 
pointed sales manager of Chicago 
Engravers, photoengraver. Mr. 
Danner has been a sales executive 
and consultant on art problems in 
photoengraving since 1949. 


Mathisson Boosts Krueger 

Walt E. Krueger, who joined 
Mathisson & Associates, Milwau- 
kee, two years ago, has been ap- 
pointed executive administrator of 
the agency, a new post. 


Advertising Age, September 5, 1955 
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SPORTS CAR JR. SET—This full-page 
color ad for Santone children’s 
wear by Juvenile Mfg. Co. will 
appear Oct. 1 in The New Yorker. 


Increased Ad Budget 
and New Ideas Boost 


Juvenile’s Sales 134% 


San ANTONIO, TEx., Aug. 31—A 
new Management team, an in- 
creased ad budget and a new agen- 
cy—put these together, and they 
add up to a brighter sales picture 
for Juvenile Mfg. Co., maker of 
Santone and Lucky Star children’s 
wear. 

The company credits the above 
recipe for a 134% sales volume 
gain and the addition of 300 retail 

(Continued on Page 71) 


Safety Belts Earn 
Lower Insurance 


Rates for Autos 


NEw York, Sept. 1—At least 
three insurance companies are of- 
fering rate reductions on automo- 
bile insurance when cars are 
equipped with safety belts, and it 
seems likely that the lower rates 
will become standard in the insur- 
ance field before too long. 

Standard Insurance Co., Tulsa; 
Industrial Indemnity Co., San 
Francisco; and American Travelers 
Insurance Co., Oklahoma City, are 
three companies which have an- 
‘nounced either lower rates for 
bodily injury and medical payment 
insurance when cars are equipped 
with safety belts, or increased ben- 
efits without additional premiums. 

Industrial Indemnity, in addi- 
tion, is installing safety belts in ail 
of its company cars. 


oo 


INTERIOR DISPLAY AWARD—Don McAllister (left), v.p. and general 
manager of the Geyer-McAllister Publications, New York, presents 
first award for department store interior display to Robert S. Lauter, 
merchandise administrator of Macy’s, New York. The occasion was 
the fourth annual awards dinner for merchandising achievement 


» to gift shops and gift departments, sponsored by Gift & Art Buyer. 


‘Annandale, Va., 
= |\federal court here, charging that 
P&G and Y&R appropriated with- 
i out payment the idea she submitted 


1 $1,000,000 Blues... | 


Housewife Sues 


P&G, Y&R; Claims 
Blue Cheer Idea 


New York, Sept. 1—Procter & 
Gamble and Young & Rubicam are 
being sued for $1,000,000 by a 
‘housewife who claims she gave the 
isoap company the idea for Blue 
Cheer. 

Mrs. Constantine N. Galanis, of 
has filed suit in 


in 1952. Mrs. Galanis is asking for 
a trial by jury. 

P&G and Y&R have entered a 
general denial of all the charges. 

The two defendants have sub- 
mitted as exhibits the two letters 
which form the basis of the suit. 
On Feb. 11, 1952, Mrs. Galanis 
wrote to P&G, suggesting that it 
bring out a laundry soap with 
bluing already added. She proposed 
that the soap be called “Blue.” 


that she had experimented on her 
own with such a soap and had 
found it very satisfactory. She 
pointed out the saving in time to 
housewives who have to add bluing 
separately. 


® On Feb. 21, P&G replied to Mrs. 
Galanis, thanking her for the sug- 
gestion and explaining that this 
idea had been considered “many 
times in the past” but had been re- 
jected. The P&G letter said the 
main objection had been that such 
a soap would have “fairly limited 
uses,” since housewives do pot like 
to use bluing for dishes,/ colored 
fabrics and lingerie. 

The following year P&G brought 
out Blue Cheer, assigning the ac- 
count to Y&R, a Mrs. Galanis 
now claims there *was a connection 
between her proposafanat\.P&G’s 
decision to market a soap with 
bluing already added. She alleges 
in her complaint that the campaign 
prepared by Y&R for Blue Cheer 
used various advertising phrases 
suggested in her letter. 

While P&G denies all the specific 
charges, it has also entered a de- 
fense to the effect that Mrs. Ga- 
lanis’ “unsolicited disclosure” of 
her idea “resulted in a forfeiture. .. 
of... all rights” to the idea. 

The next step in the action ceon- 
sists of pre-trial depositions. Cou- 
dert Bros. is counsel for P&G and 
Y&R. Arthur D. Emil is Mrs. Ga- 
lanis’ attorney. 


‘Be Nonchalant— 
Launch a Boxtop,’ 


Says Author Jones 


New York, Aug. 31—You’re at 
the speaker’s table at a banquet, 
next to the guest of honor, a mer- 
chant prince whose reputation 
awes you. You get ready to use 
knife and fork on the entree when, 
to your horror, you find the lamb 
chop, mashed potatoes, gravy and 


peas skidding, somehow, from 


your plate and onto the shirt and-- 


‘vest of your neighbor, the mer- 
chant prince. 

Embarrassing as hell for you— 
or for Duane Jones, who tells the 
story in his new book, “Ads, Wo- 
men and Boxtops,” just published. 
But the experience wasn’t so em- 
barrassing that Mr. Jones learned 
nothing from it. 

“After you’ve launched a boxtop 
operation, and you’re sure you’ve 
put your best thinking into it, be 
nonchalant, no matter what hap- 
pens,” he says, “for the unexpected 
often occurs.” 


(Continued on Page 66) 


In her letter, Mrs. Galanis said 
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Advertising Age, September 5, 1955 


Ad Industry Will 
Hit $15 Billion 
by ‘65: Whitney — 


New York, Aug. 31—Elwood 
Whitney, exec. v.p. of Foote, Cone 
& Belding, yesterday predicted 
that advertising expenditures 
would double in the next ten years. 

Mr. Whitney, who made his 
prediction at a regular plans board 
meeting of the agency, estimated 
that cash outlay for advertising in 
all media should reach the $15 bil- 
lion mark by 1965, compared to 
the $8.1 billion spent last year. The 
figures he cited are based on re- 
search by the agency. 

“Most business men _ recognize 
that we are in an era in which 
prosperity is keyed not to produc- 
tion but to consumption,” he said, 
“so they’ll continue to expand 
their investment in the stimulation 
of demand at an ever increasing 
pace.” 


® Mr. Whitney said business men 
must step up their ad expenditures 
to reach bigger markets because 
population is growing at the rate 
of 220,000 per month. He warned, 
however, that the greater invest- 
ment carries with it an obligation 
on the part of the advertising to 
eliminate wasteful and inefficient 
methods. 

“If advertising is to continue to 
make consumer price reductions 
possible, there can be no room for 
advertising concepts that are static 
misfits in today’s dynamic econo- 
my,” he declared, “nor for re- 
search techniques that spend mil- 
lions to find facts but only produce 
mirages.” 

Although future ad expenditures 
will be greater, Mr. Whitney said, 
advertising in the long run will be 
cheaper and more effective when 
both agencies and clients under- 
stand its role in the total selling 
effort. 

“A ‘good’ or a ‘bad’ ad has no 
meaning,” he added, “except in 
relation to a competitive product 
and to a concept of marketing 
strategy embracing coordinated 
selling, merchandising, sales pro- 
motion, public relations and re- 
search activities.” 
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EQUESTRIAN’S DREAM?—No it’s a li- 
quor ad, which breaks Sept. 10 in 
Cue and six other national maga- 
zines, and marks a _ precedent- 
breaking change in styling for 
White Horse Scotch whisky adver- 
tising, on the part of Browne 
Vintners Co., U. S. distributor. Live 
Arabian horses were used to make 
the photos in the forthcoming se- 
ries, scheduled to run in Esquire, 
Holiday, Life, The New Yorker, 
Town & Country, and Vogue, start- 
ing in September. Doherty, Clif- 
ford, Steers & Shenfield is the 
agency. 


ONE FOR ONE—To symbolize their impending merger, principals of 
Beatrice Foods Co., Chicago, and D. L. Clark Co. exchange an ice 
cream bar for a candy bar. Involved in the trade are (Il. to r.) Wil- 
liam G. Karnes, president of Beatrice, and D. L. Clark Jr., president, 
and Harold S. Clark, board chairman of the Clark company. 


Broadcast Ratings 


‘Not Worth a Hoot,’ 


Declares White King's Lawrence Nolte 


HOLLWoop, Aug. 30—The an- 
swer to the widespread confusion 
concerning broadcast ratings is 
“research of research,” Lawrence 
Nolte, advertising manager of 
White King Soap Co., asserted in 
a blistering attack on rating serv- 
ices yesterday. 

Reviewing the generally ac- 
cepted strengths and weaknesses 
of the various rating services, he 
told the Hollywood Advertising 
Club that “none of them are worth 


Florist Wins Honor; 
He Lures Brides by 
Pinning Roses on ‘em 


West HArtrForD, Aug. 30—Rex 
O’Meara, West Hartford florist, has 
won national } cognition for his 
idea in promoting the sale of flow- 
ers. 

Mr. O’Meara won a national con- 
test, sponsored by the Florists’ 
Telegraph Delivery Assn. to secure 
ideas for the promotion, sale and 
use of flowers. 

The winning entry proposed that 
instead of sending unadorned pro- 
motional letters to prospective 
brides, the florist pin a lapel vase 
containing a sweetheart rose to 
each letter. This double appeal is 
then delivered personally to each 
bride-to-be in the course of the 
florist’s deliveries. 

Mr. O’Meara’s prize is tuition 
for a one-week course in sales 
and management at the University 
of Miami. 


a hoot, and I have been so told by 
all their competitive services.” The 
result is that when you try to 
find out where you are with re- 
spect to program audiences and 
cost per 1,000 homes per commer- 
cial minute, you just don’t know, 
Mr. Nolte declared. 

To make his point he showed 
charts comparing ratings of ARB, 
Pulse and Nielsen for a number 
of radio and tv shows White King 
sponsors, and some they have con- 
sidered. He pointed out that vari- 
ances between rating services were 
as great as 300%. 


s Among his examples was one 
which showed that on radio, be- 
tween 11:15 and 11:30 a.m., Niel- 
sen figures indicated a smaller 
audience for the total NBC Pa- 
cific network than it did for the 
total audience of three specific 
stations which are only a part of 
the network. 

He decried the fact that in Los 
Angeles, KNX (CBS) uses Pulse, 
which shows it has the top ten 
daytime programs, and similar 
leadership for nighttime and week- 
end programs, whereas KFI 
(NBC) uses Nielsen, which re- 
veals it has seven of the top ten 
daytime programs—and so on 
down the line. 

“Somebody is wrong,” Mr. Nolte 
said. “The question is, who is 
right?” 

In his opinion the much dis- 
cussed report and supplementary 
report of ARF were not unbiased 
because the various rating services 

(Continued on Page 71) 


Beatrice Gets New 
Non-Dairy Line Via 
Clark Candy Merger 


Curcaco, Aug. 31—Beatrice 
Foods Co., an erstwhile creamery 
with a penchant for diversification, 
is moving into the candy field 
via a merger arrangement with D. 
L. Clark Co., Pittsburgh. 

Acquisition of the nationally- 
distributed Clark candy bar and 
packaged candy lines awaits only 
the approval of Clark’s stockhold- 
ers a month from now, according 
to William G. Karnes, president of 
Beatrice. Both companies’ boards 
of directors have approved the 
deal. 

The merger will add to the 
Beatrice organization a company 
with annual sales of about $12,- 
000,000, bringing Beatrice’s yearly 
sales figure to above $310,000,000, 
Mr. Karnes said. For the future, 
he sees “great possibilities” for the 
Clark line in the supermarkets, 
Mr. Karnes added. 


= No changes are contemplated in 
Clark management, trade names, 
marketing methods or advertising 
agency, it was said. Sullivan, 
Stauffer, Colwell & Bayles, New 
York, became the Clark agency six 
months ago (AA, Feb. 7), having 
succeeded BBDO after a lapse of 
several months during which the 
company was without an agency. 

The Beatrice agencies are: Foote, 
Cone & Belding (Meadow Gold 
and LaChoy Chinese foods), and 
Mason Warner Co., Chicago 
(Make-a-Shake milk shakes). 

The Clark merger is the latest 
entry in a steady and continuing 
diversification program at Bea- 
trice, one which began in 1939 with 
the company’s entry into frozen 
foods. Since then it has added mar- 
garine, Chinese foods, salad dress- 
ing, baking ingredients, meats, 
fruit drinks and even livestock 
feeds and cold storage warehouses. 
The non-dairy department has 
tripled in volume in the last decade 
and last year accounted for 19% 
of Beatrice sales. 

Currently, the food company is 
considering acquiring two more 
non-dairy lines—one with national 
distribution—and is also looking at 
possible dairy acquisitions, especi- 
ally in the South, Mr. Karnes said, 


Nielsen Boosts Wyatt, Blechta 


William R. Wyatt, v.p. of A. C. 
Nielsen Co., has been appointed 
central division manager of the 
Nielsen Station Index and trans- 
ferred to the Chicago home office. 
At the same time, George E. 
Blechta, a v.p., has been named 
eastern division manager of NSI 
with headquarters in New York. 
Mr. Wyatt and Mr, Blechta will be 
responsible for sales and service 
in their respective territories. 


Highlights of This Week's Issue 


More than 100 newspapers show 
interest in publishing a Na- 
tional Radio-TV Week supple- 
ment 


Building materials makers spend 


an average of 2.8% of sales 
on advertising, sales promo- 
eer eer et Page 20 


Ad linage in newspapers is up 10% 
in the first seven months of 
55 

Ten Toledo freezer food companies 
adopt code for advertising, sell- 
ing 

Al Capp’s cartoon character, Hot 
Dog Davey, helps sell a heap of 
weenies 

GE’s Telechron clocks wend way 
through 19 cities in promotion 
“caravan” 

Eight national promotions are set 
for fall by Wool Bureau and 


We Bb ch twccaess Page 29 
CBS-Columbia finds it can sell 
more tv sets by giving away a 
radio, too 
Ziv Television goes Latin Ameri- 
can with Spanish version of its 
RS ee eee Page 33 
Two New York agencies—Gaynor 
& Co. and Colman Prentis & 
Varley—merge 
Kiddie shows on tv need some 
improving, Philadelphia parents 
OP scctadvadawavsesens Page 40 
U. S. ad, editorial art exhibit goes 
on overseas tour 
Cart-Ads give advertiser last word 
with housewife in supermar- 
kets 


new sales corporation for dis- 


House of Seagram is the name of| 


That old German drinking SOM, what They're Saying 


Schnitzelbank, now graces Heile- 
man beer ad campaign . .Page 43 
Los Angeles agencies, business 
men get together to fete 25th 
birthday of their Better Business 
OE nce tetancabesn es Page 47 
Flood-hit subscribers of Factory 
Management & Maintenance get 
27-page pamphlet on what to do 
after the flood 


REGULAR FEATURES 


FCC's Hyde Hits 


UHF ‘Squeeze’ as 
‘Artificial’ Curb 


WASHINGTON, Aug. 31—As the 
Federal Communications Commis- 
sion resumed normal operations 
this week, with the fate of u.h.tf. 
a top priority item on its agenda, 
the commission’s senior member 
warned against the adoption of any 
proposal which would result in the 
abandonment of the u.h-f. -band. 

For more than a year, FCC has 
recognized that stations in the 70 
u.h.f. channels find it difficult to 
obtain network affiliations. Recent 
studies by FCC show that stations 
which are unable to get network 
affiliations have difficulty surviv- 
ing. 

FCC suspended formal business 
during August. 

FCC now is ready to act. With 
52 u.h.f. permits already returned, 
FCC must decide how to try to 
save the remaining u.h.f. stations. 


® Two major types of proposal 
are before the commission. One 
plan proposes to ‘“de-intermix”’ 
u.h.f. and v.h.f., so that stations 
are segregated into all-v.h.f. and 
all-u.h.f. markets, where u.h.f. 
stations will not face v.h.f. com- 
petition. 

The second approach, promoted 
by tv lawyers and engineers in re- 

(Continued on Page 6) 


‘Chicago Sun-Times’ 
Adds 2 New Sunday 
Supplements Sept. 11 


Cuicaco, Aug. 31—Starting Sept. 
11, the Chicago Sun-Times will 
bring out two additional supple- 
ments to its Sunday newspaper. 

One supplement will be the Mid- 
west Magazine, a locally edited col- 
orgravure magazine. Russ Stewart, 
general manager of the Sun-Times, 
told AA that the magazine’s edi- 
torial emphasis will be placed on 
Chicago pictures and feature stor- 
ies. 

The other supplement, TV Pre- 
vue, is a 44-page digest-size book, 
which will contain complete tv 
program listings and stories and 
articles about the tv field. It will 
have a four-color cover. National 
rates will be $1,250 for the back 
page in four colors, $750 for the 
inside back and front covers in 
b&w, and $600 for full pages. 

The paper will continue to carry 
Parade. 


® National rates for the 850-line 
Midwest Magazine (10x12%”) will 
be $1,500 for a monotone page. The 
extra charge for spot color and 
duotone will be $95, and the charge 
for full color pages is $1,950. Dis- 
counts ranging from 6% for three 
pages or more, to 10% for 26 pages 
or more, will apply. There are also 
continuity discounts ranging up to 
4% for specified cycles. 

The new supplements are being 
promoted with spots on three loca] 
tv stations, eight local radio sta- 
tions, outdoor signs, bus and train 
cards and ads in the Sun-Times. 


|'Mel Barker, promotion director of 


the newspaper, said the promotion 
will continue until Sept. 17. 


® Mr. Stewart, in addition, denied 


Advertising Market Place 
Coming Conventions 
sic siisietitestibatiaapetinuiipinensceninniaetiinn 12) 
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Voice of the Advertiser 


that the paper will change its for- 
mat from tabloid to full size, as 
part of its expansion and modern- 
ization program (AA, Aug. 29). 


59| We plan to keep the tabloid for- 
litical 52|mat, as we have found it to be the 
wie best,” Mr. Stewart told AA. He 


slitctiahtieid ml |publish four-color r.o.p. with the 
po GE Teer 


RETR Soe Page 42 This Week in Washingto 


new presses that will go into its 


inew plant. The Sun-Times now of- 
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Bigger ‘Monitor’ Will 
Kill Radio, Reps Say 


New York, Sept. 2—The Station 


accused National Broadcasting Co. 
of trying to kill radio. 

In a bulletin to its members, the 
association characterized NBC’s 
proposed expansion of “Monitor” 
as the “most serious threat we 
have seen to all radio—network, 
national and local.” 

The NBC affiliates will meet 
here Sept. 9 to discuss future 
plans for radio, including various 
proposals for extending “Monitor” 
or a “Monitor”’-like service to 
weekdays. 

“Whether or not such program- 
ming as ‘Monitor’ is good or indif- 
ferent is not for us to quarrel 
about,” Lawrence Webb, manag- 
ing director of SRA, wrote. “Nor 
is there any need to point out 
again the economics of a station’s 
income via network channels, ver- 
sus its income from spot and local 


-— oe = 


business. 

“The most basic point and one 
that every one of us in this busi- 
ness has to consider very carefully 


‘is that if the advertiser is going 
Representatives Assn. this week | 


to be able to buy radio at the low 
costs indicated by current “Moni- 
tor” plans, the individual station’s 
rate card is due for a drastic re- 
vision downward. It will affect not 
only NBC affiliates but eventually 
every other radio station in the 
country.” 


= Mr. Webb said affiliates need 
only apply simple arithmetic to 
the case to find out that “Monitor,” 
which sells one-minute announce- 
ments for $1,000 (excluding dis- 
counts), is letting the advertiser 
use radio for one-quarter to one- 
third of what he would have to pay 
on the station rate card. 

The representatives’ spokesman 
warned: “If this practice continues 
and expands, not only NBC affili- 
ates but every other radio station 
will suffer immeasurably from this 
depreciation of radio.” 


$64,000 Reward: 
Bowman Joins Ranks 
of 250,000 Veeps 


New York, Sept. 2—Everybody 
gets a high rating on “The $64,000 
Question” (CBS). 

This week the man who received 
what many admen will consider a 
well deserved pat on the back for 
his part in the show was Richard 
W. Bowman, who has been mas- 
terminding those jazzy “living lip- 
stick” eommercials for Revlon. He 
was named a v.p. of Norman, 
Craig, Kummel, which he joined 
recently as a tv copy supervisor. 

Mr. Bowman will continue as a 
copy group head, but his prime 
assignment will be the prepara- 
tion of the commercials for the big 
tv quiz show. He will be assisted 
by two new additions to the copy 
staff, Arthur Mayer, formerly of 
Sullivan, Stauffer, Colwell & Bay- 
les, and Harriet Pirk, previously 


with Biow-Beirn-Toigo. 


150 miles from Omaha 


Population — 22,682 


World-Herald coverage—45% DAILY, 93% SUNDAY 


Grand Island, Nebraska 


just 1 of 650 outstate communities 


where The World-Herald can make 
your sales and advertising effective 


Advertising in The World-Herald blankets 650 non-rural and non- 
metropolitan centers in Nebraska and Western Iowa. World-Herald 
advertisers have an excellent opportunity to capture this important 
secondary market that makes up two thirds of the 114 million con- 
sumers and three quarters of the total 2 billion dollar market of The 


World-Herald. 


To expand your distribution and advertising effectiveness in Omaha and this 
vital secondary market, The World-Herald 103 Plan provides 5 important 


services: 


1. 
2. 
3. 
4. 
5. 


Mailing to alert key retailers to your campaign 
Personal calls on advertising retailers 
Campaign presentation to your local sales force 
Assistance in staging local sales meetings 
Split-run advertising for testing appeals 


Regardless of your product classification, this one single medium offers 
the most effective way to sell this growing 2 billion dollar market. To 
sell the 144 million people in this 103 county area, sell through the 
one single medium that reaches 3 out of every 5 families in Nebraska 
and Western lowa—The Omaha World-Herald. Contact O’Mara and 


Ormsbee or write the national advertising department of The Omaha 
World-Herald for further details. 


Omaha 


254,467 daily 


New York 


* Chicago * Detroit 


World-Herald 


266,475 Sunday 
Publisher's Statement for March 31, 1955 
O'Mara & Ormsbee, National Representatives 


Les Angeles * San Francisco 


ne I a a al 


Advertising Age, September 5, 1955 
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SYMBOL OF POWER—A 96-foot tower, the center theme of the General 


Motors Powerama, is hoisted into place by a huge crane. The Pow- 
erama show, located on a 1,000,000 sq. ft. site south of Soldier 


CHIcaGco, Sept. 1—General Mo- 
tors Corp., a big company that does 
things big, didn’t disappoint anyone 
in the advertising and promo- 
tion campaigns that were con- 
ducted to publicize its multi-mil- 
lion dollar Powerama show which 
opened here yesterday. The show 
is the largest individual promotion 
in GM history. 
| As concrete evidence of the ef- 
fectiveness of the campaign, more 
‘than 73,000 persons yesterday 
jammed the show site, which is 
located just south of Soldier Field, 
on Chicago’s lake front. GM of- 
ficials have estimated that more 
than 2,000,000 will see the show 
before it closes Sept. 25. 

Cyrus R. Osborn, a GM v.p. in 
charge of the group of divisions 
that build engines and heavy 
equipment, got the idea for the 


Field in Chicago, will be open to the public until Sept. 25. 


General Motors Wages Record Ad and 
Promotion Drive for Powerama Show 


show several months ago, when 
someone came up with the statistic 
that GM would produce its 100,- 
000,000th unit of diesel horsepower 
this year. The company felt that 
the diesel engine had never had the 
national attention that more glam- 
orous types of power have re- 
ceived. The show would be a good 
way, it was felt, to let the public 
know how important diesel power 
is in the U.S. 

The men who planned and 
directed the advertising and promo- 
tion for Powerama were S. D. Hop- 
kins, director of sales of the corpo- 
ration; Henry Botsford, assistant 
director of advertising; William E. 
Hamilton, public relations, and 
Edward Bracken, regional man- 
ager of public relations, Buffalo. 
They worked closely with repre- 

(Continued on Page 68) 


you are wise 


never to cut quality 


Advertising is as good as it communicates. 


And when you cut quality you diminish 


the communication of 
your advertising. ' 
That is why you are 
so wise to entrust your 
photoengraving jobs to Laurence 
where quality has been the 
guiding rule for 25 years. 


aurence 


INC e CHICAGO 
FINE PHOTOENGRAVINGS FOR 25 YEARS 
547 SOUTH CLARK STREET e WABASH 2-6284 
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... because Ladies’ Home Journal 
is a successful Avon saleswoman, too. 
- s 


Avon has become the largest maker and distributor of cosmetics and 
toiletries in the country by reaching women where they live. 


Avon products are sold only woman-to-womany direct-to-the-home. 


But when the Avon sales representative calls, she often finds 
that the sale was started before she knocked. 


Another saleswoman got there first—a woman’s magazine. 


Among all women’s magazines, Avon considers Ladies’ Home Journal a 
blue-ribbon saleswoman. They realize that the Journal is edited to cover 


audience... that its readers respond to Avon ads more eagerly. 


Women open their minds to ideas in the Journal. 
So they open their doors for Avon. 


This is why Avon consistently uses full-color spreads in the Journal. 
Avon isn’t just buying space. They’re buying cordial welcomes! 


“Our advertising in the Journal is like 
making a neighborly visit—in print,” 


says Wayne Hicklin, V.P. in Charge 
of Sales, Avon Products, Inc. 


“Because the Journal reaches 

such a large and responsive 
all-woman audience — and 
reaches this audience on the 

friendliest, personal terms... 
each Avon ad in the Journal 

is like making millions 

of neighborly visits—in print.” 


The sale that started 


before she knocked 


a wide range of women’s interests...that it is read by the largest all-woman 


er 


E 5 : 
“At Home” is where Avon saleswomen find 
their customers. Avon has a sales force of 
thousands of women in the U.S. and Canada 
selling more than 150 products. 


“At Home” is where Avon advertising 
reaches women, in the pages of 
women’s magazines. Women have a 
strong, neighborly feeling toward 
the Journal. So the Journal is a 
powerful saleswoman for Avon. 


Never underestimate the power of the No. 1 magazine for women... | URN | | 


A CURTIS PUBLICATION 
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FCC's Hyde Hits” 


a speech before 
here today, 


in 


lew 


UHF ‘Squeeze’ as 
‘Artificial’ Curb 


(Continued from Page 3) 
cent weeks, proposes to “squeeze” posals “a built-in low ceiling” 


“squeeze in” approach. 


|a Commissioner Hyde, who served 
as FCC chairman until he was re- 
placed by an Eisenhower ap- 
pointee, recently termed such r= 


the Lions jratiiér than thé” dynamic service ; 
Commissioner |contemplated by congressional! pol- | 

Rosel Hyde called for prompt ac- 
idle toward de-intermixture and 
took a strong hand against the 


icy.” 

In urging that FCC de-intermix 
‘u.h.f. and v.h.f. as rapidly as pos- 
sible, he said competition among 
the networks has been the most 
significant factor in stimulating 
the growth of tv. 

“It is essential for effective 
network competition,” he said, 
n\“that each network have an af- 


additional limited-coverage v.h.f. the future expansion of tv. He filiate in each of the first 50-75 


stations into the existing 12 v.h.f. ‘warned that they would force tv 
“a limited, protected 
and necessarily regulated service, 


channels as substitutes for u.h.f. to become 
stations. 


markets, to the extent that these 
affiliates have roughly equal com- 
petitive facilities. Network compe- 


The NATIONAL TOY JOBBER— Quick, sure way to get toy distribution. 
Circulation includes 6,500 toy wholesalers, 2,000 toy manufacturers, 
600 sales reps. The only trade paper giving blanket coverage of the 


wholesale field, 1 s and All ads keyed to wc 
Service Conte i 


SCUTHERN TOY salle tier 4,700 ‘circulation in the big 14- 
state Southern toy market covering all retail, chain, dept. store and 
“wholesale outlets. Read and supported by all Southern toy people. 


P.O. Sox 4411 ni Write for 
Pine & Luckie Se ae descriptive 


Atlanta, Ga. folder 


545 itth Avenue 
_ New York 17,N. w 
Murray Hill 7-6865 


tition will be centered on selling 
the best show, rather than on some 
artificial scarcity of channels.” 


w While advertisers are not con- 
cerned whether their messages are 
broadcast on u.h.f. or v.h.f., “so 
long as they obtain viewers,” there 
are comparable facilities for as 
many as three competing networks 
in only about half of the first 100 
markets, he said. 

To facilitate piecemeal revision 


of tv allocations, ‘to eliminate in- 


termixture and to provide a min- 
imum of four “comparable” as- 
signments in each market, he 


‘would agree to some modification 


of engineering standards and some 
limits on coverage. 

He insisted, however, the ulti- 
mate purpose should be to encour- 
age larger and more effective use 
of all the 82 available tv channels. 

“The ultimate full development 
of television in this country,” he 
said, “should not be hamstrung by 
having been limited to 12 channels 
in its pioneer stages.” 


Erickson Joins Rexall 

Melvin J. Erickson has been 
named director of marketing for 
the Rexall division of Rexall Drug 
Co., Los Angeles. Most recently, 
Mr. Erickson was with Jewel Tea 
Co., and previously was associated 
with Montgomery Ward in Chicago. 
He succeeds C. E. Cooper, who re- 
cently was named president of 
Tested Products Co., a new divi- 


sion of Rexall Drug. 


HALF -INCHERS 


HAVE 


Do half-inch advertisements pull? 


PULLING POWER 


Returns on Ayer-prepared classified school 


advertising show that these ads, consistently 


run in proven media, pull mightily. 


One Ayer school advertiser ‘tells us 


the past fifteen years.” 


So successful are Ayer services in 
the educational field that over half of the 
private schools which advertise nationally 

do so with Ayer. 


“the ads you prepared brought us more than 
$532,000 in first-year enrollments over... 


N.W. AY ER. & SON ’ INC. Philadelphia, New York, Chicago, Detroit, San Francisco, Hollywood, Boston, Honolulu 
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Advertising Age, September 5, 1955 


n-| Western Tool Sets 
Print Campaign for 


Homko Power Mowers 


Des Mornes, Aug. 31—Educating 
the consumer and _ establishing 
brand preference is the aim of the 
1956 advertising and sales pro- 
gram to be conducted by Western 
Tool & Stamping Co. to sell its 
Homko power lawn mower. 

The national ad drive will start 
in April. Ads will run in eight 
major consumer magazines. Direct 
responses to these ads will be 
channeled through jobbers to their 
local dealers. 

An extensive newspaper cam- 
paign in key markets throughout 
the U.S., with ads listing dealers 
in each newspaper’s trade area, 
also will be part of the campaign. 
The company also plans a coopera- 
tive advertising program at the 
local level to tie in with and 
coordinate national and key city 
advertising. Allowances for co-op 
advertising can be used for news- 
paper, radio and tv advertising, as 
well as for the purchase of sales 
literature, tv films and records for 
radio announcements. 


® Ads also will run in four trade 
publications, particularly those 
read by hardware dealers, lawn 
and garden specialty dealers, and 
other retailers and wholesalers of 
lawn equipment. The initial ad 
will be a two-color, “action-type” 
spread with a coupon. The sched- 
ule has not been completed. 

Last year’s dealer demonstration 
plan will be repeated. Dealers can 
buy two demonstrators from a se- 
lection of seven models at reduced 
prices. Displays, a newspaper mat 
service, tv films, radio records, 
and radio and tv scripts also are 
included in the program for deal- 
ers. 

Rothbardt & Haas Advertising, 
Chicago, is the agency. 


Rollie Hochstein Resigns 


Mrs. Rollie Hochstein, fashion 
editor of Metro Newspaper Service, 
New York, for the past two and a 
half years, has resigned her post 
to concentrate on free-lance writ- 
ing and publicity, Before joining 
Metro, Mrs. Hochstein was in the 
fashion departments of the New 
York Post and Gimbel’s depart- 
ment store. 


Soap and detergent manu- 
facturers find the selling 
is easy in Canton, Ohio. 
First, because Canton’s 
water is very hard. (26 
grains) Second, be- 
cause soap and deter- 
gent advertising in 
The Canton (Ohio) 
Repository is seen, 
read and acted upon 
by 101,000 families 
who last year spent 
$27.45 each for 
soaps and deter- 
gents. 
67,179 
evenings 
(publisher's statement} 


THE CANTON 
REPOSITORY 


A Brush-Moore newspaper 
represented nationally by ( ¥ 
Story, Brooks & Finley ra 
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exist at the newsstand.) Can you find a better 


‘| America reads the Post 


a & 


» 


Why do more people buy the Post 
—week after week after week ? 


People buy more single copies of the Post than _—_ Here, for the record, are the latest ABC figures: 


Sere 1,547,405 
fanaa 1,043,932 


of any other general magazine. How would you RENEE a > os Rea 
explain this? Isn’t it simply because the Post is SM i iat 
more interesting to more people? (You can rule eS ies ee a 
out price deals and pressure selling. They don’t GCiliete 


test of an editorial or advertising vitality? | The Post gets to the heart of America. 


an sd SSeS OY {i Ti EO ata nae Ee Bk "gad aee, Y CREE “e’ 


“Cuffo locals boffo yokels 
-or so it says here!” 


HARRY G. OMMERLE, V.P. in charge of Network Programs, CBS-Televi- 
sion, N.Y., reviews ““Home-Town TV Makes a Hit” from this week's Post. 


“Pardon the Variety-ese, but if you 
think television has to be big-budget 
to be a big hit, this article has news 


for you. It tells how a little Texas sta- 
tion, KDUB-TV, is making local 
shows with free material like finding 
stray pets or helping husbands to 


build airtight alibis. And even the 
bloopers go over big! Maybe, as the 
wits say, TV isn’t entertainment. 
Maybe it’s become a way of life!’’ 


. . . 
In all, 8 articles, 4 short stories, 2 serials 
and many special features in the Sept. 3 
issue of The Saturday Evening Post. 
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Lingan Warren ‘Leaves Safeway 
After 21 Pioneering Years as President 


(Continued from Page 1) 
proposed election of Messrs. Ma- 
gowan and Selby is in any way 
temporary. 

Mr. Magowan, born in Chester, 
Pa., was graduated from Harvard 
in 1927. He worked for R. H. Macy 
& Co. here after leaving college. 
He married Doris Merrill in 1925. 
When he left the Macy organiza- 
tion in 1934, he was a merchandise 
manager. The following year, he 
joined Safeway, of which his 
father-in-law is the largest single 
stockholder. 

With the chain, he spent six 
months each in various depart- 
ments, learning the business. By 
the time he left the company in 
1938 he was an assistant to Mr. 
Warren. 

Since ’38, he has been a partner 
in his father-in-law’s brokerage 
business. He was in charge of ad- 
vertising and sales promotion un- 
til 1948, when he took over super- 
vision of the entire sales division. 
During World War II, he served 
in the Navy as a lieutenant aboard 
a carrier in the Pacific. 


® He is regarded as an expert in 
chain store operations. Merrill 
Lynch is one of the largest under- 
writers of chain store securities in 
the country and has long been re- 
garded in Wall Street as an au- 
thority on modern self-service 
merchandising practices. 

Mr. Selby, a native of Ventura, 
Cal., was graduated from the Uni- 
versity of California law school 
in 1926. 

He was employed by Safeway as 
an attorney immediately after his 
admission to the bar. He was trans- 
ferred to the administrative office 
of the company in Oakland in 1933, 
became assistant secretary of the 
corporation in ’34, and secretary in 
°37. He was elected a v.p. in °46 
and treasurer in ’49, and has been 
a director since ’36. 

Mr. Warren, who has been pres- 
ident of Safeway since 1934, began 
his business career in a newspaper 
office in Norfolk, Va., in 1905. 

From 1907-10 he was with a 
local lumber trade association, then 
sold lumber for two years with 
Trexler Lumber Co. From 1914-24 
he operated his own timber bro- 
kerage business in Florida, and in 
’28 also started a woodworking 
business in Jacksonyille. During 
this period, he made the acquaint- 
ance of Mr. Merrill, and they be- 
came frequent golf partners in 
Florida. 

In 1931 Mr. Warren became a 
new business executive of Merrill 
Lynch. 


® In the meantime, out on the Pa- 
cific Coast, a grocery chain known 
as Safeway Stores Inc., which 
operated 322 outlets, merged with 
M. B. Skaggs Stores in 1926. The 
Skaggs unit operated 250 stores, 
and M. B. Skaggs became president 
of the new Safeway company. 

Up in the Pacific Northwest, the 
MacMarr Stores, which operated 
1,392 oulets, felt the effects of the 
depression. Charles E. Merrill 
bought up MacMarr stock and sent 
Mr. Warren out to take over man- 
agement of the chain. 

In 1931 Safeway and MacMarr 
were merged, and Mr. Warren be- 
came the right-hand man of Mr. 
Skaggs, who became president of 
the reorganized Safeway Co. 

In 1934 Mr. Warren took over as 
president. In those days few finan- 
cial statements were issued by the 
company, and no figures are avail- 
able here of sales during that pe- 
riod. However, in 1945 Safeway 
reported sales of $664,771,549 and 
a net of $5,082,514. 


® Since then Safeway sales have 


climbed annually, but in recent 
years the company’s net earnings 
have fallen off. The figures for the 
past five years are as follows: 


Year Sales Net 

1950 $1,209,993,762 $14,717,301 
1951 1,454,642,996 7,615,851 
1952 1,639,095 ,212 7,331,943 
1953 1,751,819,708 14,544,732 
1954 1,813,516,636 13,983,771 


In 1954, Great Atlantic & Pacific 
Tea Co., largest retail organization 
in the country, had over $3.2 billion 
in sales, and Sears, Roebuck & Co., 
second largest retailer, reported 
consolidated sales of about $2.7 
billion. 

Marketing observers attribute 
Safeway’s fall-off in net largely to 
Mr. Warren’s frequent and often 
bitter trade controversies. He has 
often taken issue with brand man- 
ufacturers, and has accused them 
publicly of putting out two or 
three brands of the same product 
at different prices. This, he 
claimed; over-crowded dealers’ 
shelves and cut down retail profits. 


® In addition, Mr. Warren has 
waged war consistently against 
manufacturers’ couponing and 
premium practices, and he has 
fought the use of trading stamps. 
He has also sponsored private 
brands by Safeway, sometimes, 
merchandising specialists say, to 


the detriment of the company’s 
sales in several important markets. 


In 1947, he joined the National | 


Assn. of Retail Grocers, a group | 
of independent small grocers, in| 
attacking advertising allowances 
by manufacturers to retailers. | 


Lingan Warren 


vision of Safeway, in releasing the 


1954 advertising figures (AA, May 
2), declined to estimate the com- 
pany’s 1955 budget on the grounds 
that too many events determine 
advertising expenditures. 


=" About a dozen agencies now 
handle Safeway advertising. News- 
paper and local radio and tv con- 
tracts are usually placed through 
the company’s division offices. 

Agencies of record now handling 
various products for Safeway in- 
clude the following: 

J. Walter Thompson Co.—fresh 
produce, meats, poultry, special 
brands and farm paper advertising. 

Foote, Cone & Belding—the Fair- 
fax Bread Co., Table Preducts Co., 
Tuxedo Candy Co. divisions, salad 
dressings and other products. 

McCann-Erickson—Cragmont 
beverages, Royal Satin shortening 
and Roxbury candies. 

Crosby & Cooper—Shady Lane 
and Springhouse butter, Sea Trad- 
er tuna and Party Pride ice cream. 

Ruthrauff & Ryan—Dutch Mill 
cheese, cottage cheese, Jane Arden 
cookies, crackers, tea and dry milk 
powder. 


M. E. Harlan Advertising—cot-| 


Consent Degree 
Ends American 
News Trust Suit 


U. S. Drops Demand for 
Union, American Split; 
Discrimination to End 


WaAsHINGTON, Sept. 1—The De- 
partment of Justice expressed hope 
today that it has smashed a major 
restraint in the magazine distribu- 
tion field by obtaining a consent 
settlement which enjoins Union 
News Co. from giving preferential 
newsstand treatment to publica- 
tions distributed by its parent, 
American News Co. 

In a complaint issued July 17, 
1952, the government charged that 
American and Union conspired to 
restrain and monopolize the na- 
tional distribution of magazines 
through an understanding which 
required Union to refuse to handle 
independently distributed maga- 
zines unless American consented. 

While the government did not 
demand the divorce of American 
and Union, it obtained an agree- 
ment which was filed in federal 
court in New York today which 
enjoins American from influenc- 
ing Union’s selections of magazines 
|which it distributes. In addition, 
| the decree requires Union to act 
| within a reasonable time on appli- 
cations from independent publish- 
;ers and distributors, and to base 
‘its decisions on its own interest as 
.a seller of magazines, rather than 
‘on the interests of American. 


® The judgment further prohibits 


The NARG felt that the ad al- fee, spices, extracts, Somerset sau- the defendants from any concerted 


lowances gave chains an unfair 
advantage over the independents. 
Mr. Warren told the group, “Al- 
though we accept allowances for 
competitive reasons, we would like | 
to see them completely eliminated. | 
We will be glad to cooperate with 
you and your organization in ac- 
complishing such elimination 
through any legal ways that may 
be open to us.” 

On the other hand, Mr. Warren 
is credited with two important in- 
novations in chain market opera- 
tions, which have been generally 
adopted in the field. 

He is believed to have originated 
and was probably the first major | 
operator to adopt the idea of sell- 
ing fruits and vegetables by the 
pound. 

He also started the practice of 
buy-build-sell, now quite general 
in the supermarket business. This 
calls for the chain to buy real es- 
tate in a suitable location, build 
a supermarket to suit its special 
requirements, and then sell the 
property to an investor or syndi- 
cate for a long-term lease at fav- 
orable terms. 

This policy has resulted in Safe- 
way property being sought by 
many large realty investors, par- 
ticularly insurance companies. 


® Safeway in recent years has 
been a large national advertiser. 
In 1954 it reported that it spent 
$19,641,811 for retail advertising 
in the U.S. and Canada. Most of 
this was spent in newspapers, but 
its promotion also includes the use 
of radio, tv, magazines, outdoor 
and transportation advertising. In 
54, it ran a special $1,000,000 cam- 
paign largely in newspapers and 
outdoor to promote its fresh fruits, 
vegetables and meats. This is in- 
cluded in the $19,000,000 figure. 

In addition, the company uses 
handbills in small towns where 
newspapers don’t provide adequate 
coverage, or to give additional sup- 
port to special events. 

Robert B. Lewis, manager of 


Sheffield Services, advertising di- 


sage and salt. 
Honig-Cooper Co.—Airway cof- 
fee 


Erwin, Wasey & Co.—detergents, 
starch, Jell-Well des-| 


cleansers, 
serts, margarine and Edwards cof- 
fee. 

J. J. Wiener Co.—Whitney fro- 
zen foods. 

Kenyon & Eckhardt—White Mag- 
ic soap. 

Dancer-Fitzgerald-Sample—Re- 
gent canned food division. 

Hoefer, Dieterich & Brown— 
Mayday oil, Beverly peanut butter, 
Sleepy hollow syrup, Zippy pickles. 

Brooke, Smith, French & Dor- 
rance of the Pacific Coast—Suzan- 
na pancake mix, Captain’s Choice 
frozen seafoods, Lalani pineapple, 
and Fleet mix. 


Kiesewetter, Baker 
Agency Dissolves: 


‘Not Enough Income’ 


(Continued from Page 1) 
one man to be president of any- 
thing.” Mr. Baker had been with 


the agency 18 years (see letter on | 


Page 45). 

At the time of Mr. Baker’s de- 
parture, a newsletter circulated a 
report that the agency was folding 


up, but this was vigorously denied | 


in a strong telegram sent around 
the trade. The agency said it was 
contemplating legal action against 
the newssheet. 

Among the accounts the agency 
has been handling are: Abraham 
& Straus (radio and television), 
Courtley Ltd. (men’s toiletries), 
Hoffmann-LaRoche Inc. (vita- 
mins), House of Westmore (make- 
up products), V. LaRosa & Son 
(macaroni products), S. A. Schon- 
brunn Co. (Medaglia D’Oro cof- 
fee), Standard Labs (Sloan’s lini- 
ment) and Wisteria Hosiery Mills. 


MPA Names ‘Catholic Digest’ 
The Catholic Digest, St. Paul, 

has been elected to active member- 

ship in the Magazine Publishers 


action to condition the acceptance 
of magazines for sale on Union 
newsstands upon any requirement 
that such magazines be distributed 
by American to independent out- 
lets either nationally or on a local 
basis. 


ger which it found in the arrange- 
ment, the government’s complaint 


magazines sold by Union because 
of the advantageous location of its 
stands and the number and kinds 
of readers who patronize them. 

It pointed out that Union is the 
world’s largest operator of news- 
stands with exclusive concession 
rights to sell magazines at impor- 
tant railroad, bus and airline ter- 
minals, large hotels and office 
buildings and other desirable lo- 
cations. It also pointed out that 
American is distributing more 
than half the magazines sold on 
these newsstands. 


® Settlement of the federal suit 
was hailed as an important mile- 
stone in the American News Co. 
comeback by Henry Garfinkle, 
ANC’s new president. In a state- 


he said: 

“I am particularly gratified that 
during the first two months the 
new management has been in of- 
'fice, we have been able to agree 
‘upon a settlement of the govern- 
ment anti-trust suit. 

“The principal demand of the 
government in its complaint was 
that American News be compelled 
to divest itself of all its stock and 
interests in Union News. This de- 
mand has been abandoned by the 
government. 

“The settlement is in exact ac- 
cordance with the policy we have 
established by opening our facili- 
ties to all publishers. This policy 
will encourage competition and 
will, I am confident, be profitable 
for our stockholders.” 


ws End of the litigation recalled the 
recent stormy history of the dis- 
tributing company, which between 


To point up the element of dan- 


said publishers wish to have their | 


ment issued in New York today, | 
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December, 1953, and June, 1955, 
lost American Home, Field & 
Stream, the four magazines of 
Time Inc., and Look. 

In early 1954, ANC suffered a 
sharp business decline, with first 
quarter losses subsequently being 
put at $113,955 after taking into 
account a $124,000 federal income 
tax refund. 

Last April, a dissident stock- 
holders’ committee, which was 
headed by Henry Garfinkle, who 
was soon to become head of ANC, 
complained that the company’s net 
sales in 1954 “decreased $13,174,- 
462 from 1953, and net profits 
were off more than 45%.” ° 
@ Mr. Garfinkle’s group said the 
figures “raised serious questions 
as to the ability of the present 
management to run this vast en- 
terprise efficiently.” At that time, 
Percy D. O’Connell was president 
of ANC, a post he gained in 1947. 

The Time Inc. defection came 
just before Mr. Garfinkle suc- 
ceeded Mr. O’Connell as ANC boss; 
shortly after the former’s election 
Look announced it was leaving the 
distributor. Then U. S. News & 
World Report announced it was 
renewing its ANC contract; Dell 
Publishing indicated it would re- 
main; and Crowell-Collier, Ziff- 
Davis, Newsweek and other clients 
made no moves to leave. 

By the end of July, Mr. Gar- 
finkle was announcing ANC would 
distribute Hearst magazines and a 
number of Hearst-handled publi- 
cations in various regions of the 
U. S. Regional handling was a 
new wrinkle for ANC, which be- 
fore Mr. Garfinkle’s accession 
handled magazines only on a na- 
tional basis. 


Sue Brett Sues, 


Says ‘Sanforized’ 
Ad Is Libel Issue 


(Continued from Page 1) 
has shrunk several sizes. 

| “Pll tear that salesgirl apart,” 
she screams, while the copy ad- 
vises, “Don’t blame the poor sales- 
girl... blame yourself! Never buy 
any cotton without seeing ‘San- 
_forized’ with your own two eyes. 
_ “Did you know shrinkage can 
cause a size 16 to shrink to a size 
12 with just a few washings?” the 
.ad continues. “That’s why it pays 
to remember—fabrics trademarked 
‘‘Sanforized’ won’t shrink more 
than 1% by standard government 
test!” 


s Plaintiff says the dress pictured 
in the ad was designed, manufac- 
tured, and sold by Sue Brett and 
charges that as soon as the ad 
appeared, store personnel stopped 
promoting the dress. Customers 
stopped buying, and some even re- 
turned dresses they had already 
purchased. The company also 
claims it was “branded as a man- 
ufacturer of products using mate- 
rials of inferior quality.” 

Sue Brett dresses are preshrunk 
by a method other than “Sanfor- 
izing,” the plaintiff says, charging 
that the ad is an effort to force 
manufacturers to use the “Sanfor- 
izing” process. 

Defendants have denied that the 
dress in the advertisement is by 
Sue Brett, and in their defense are 
expected to bring out that it is a 
common Seventh Ave. practice for 
dresses to be copied. 

The date for an examination be- 
fore trial, requested by the plain- 
tiff, will be set by court within the 
next few weeks. 


White Joins ‘Coronet’ 

E. Lawrence White Jr., formerly 
eastern advertising manager af 
Fortnight, has joined the sales ex- 
ecutive staff of Coronet, New York. 
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Pulling the rug out from under the established concepts and preconceived ideas of advertising 


is healthy exercise for any agency. And it’s surprising (07 maybe it isn’t) how often it results 


in better advertising for that agency’s clients. 


Young & Rubicam, Inc. 


Advertising + New York + Chicago + Detroit + San Francisco + Los Angeles * Hollywood + Montreal + Toronto + Mexico City + London 
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the company presidents 


| Who read Newsweek to tee off 
| In foursomes 5 minutes apart — 


‘ In 10 daylight hours, 480 presidents would swing on 
the dimpled pellet. As 52,000 company presidents read 
Newsweek, the last foursome would be teeing off 109 
; days after the first. 


' Whatever the executive category your advertising is shd0te- |. 
; ing at, it will shoot straightest and farthest in Newsweek. _, .£. 


No other magazine ever to achieve one million or greater 
circulation is comprised of so high a percentage of execu- 
tives and high-income families. 
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Careful on Those Sales of Stock 


There are growing indications, here and there, that sale of stock 
to customers and employes is coming more into favor in a good 
many businesses. Everywhere one looks, there are indications that an 
era of “one great family of owners, workers and customers” is be- 
ing thrust upon us. 

There are a good many serious minded people who believe that 
American capitalism will eventually emerge as the “capitalism of 
the common man,” with ownership of business and industry vested 
largely, if not entirely, in the workers. And this kind of worker- 
owner will probably be a fine thing. 

But selling stock, or bonds, or notes to workers or to customers is 
a tricky and a dangerous thing, and it should never be engaged in 
without the most serious consideration and the most careful analysis 
of all the factors involved. ; 

Right now, at the height of an era of unprecedented prosperity 
and rising stock prices, employe ownership seems like a wonderful 
thing, and (despite the turndown of the Ford stock offer) it is quite 
easy to sell it to workers, who see a chance for added income and 
substantial capital appreciation. Indeed, management is under grow- 
ing pressure to make stock available to more and more workers, as 
sales and profits move upward and the prices of stocks seem to 
edge up continuously on the nation’s stock markets. 

It is precisely because of this general situation, however, that 
management ought to be especially careful now with regard to mak- 
ing stock available to employes. If it does make stock available, it 
must do everything within its power to make certain that it is pro- 
viding the employes with a good, sound investment. What is even 
more important, management must make certain that every employe 
invited to invest in his company’s stock understands exactly what he 
is doing, and particularly that no one can guarantee that such an 
investment will inevitably and under all conditions be a profitable 
one, 

There is probably no more completely dissatisfied employe than 
one who thinks his management has somehow taken advantage of 
him on a stock offer. 


What About College Recruiting? 


Now that the summer is ending, and schools and colleges are 
once more opening their fall terms, it seems like a good idea to re- 
view the recruiting situation in the advertising field. 

Too few good advertising prospects are being recruited on college 
campuses, we believe, and too little attention is being given by the 
advertising field to logical methods of discovering and developing 
worth while new talent. With many times as many eager youngsters 
trying to break into advertising as the business can absorb, perhaps 
it is excusable that relatively little in the way of formal training and 
recruiting activities exist in the field. But there should be more. 

The American Association of Advertising Agencies has tackled the 
problem with its examination program, and deserves much praise for 
having made a creditable start. But a great deal more remains to be 
done within advertising agency and company offices, to provide fa- 
cilities so that the examinations result in job opportunities. 

We'd like to see more definite provision for summer jobs in agen- 
cies and advertising departments, and closer contact with schools of 
commerce and journalism, so that exceptional students were saved 
the problems of job-seeking, and good students were given reasonable 
opportunities to fo'low the careers of their choice. 

We would also like to see a little more careful thought given to 
how to train a youngster once he gets into an advertising depart- 
ment or an advertising agency. We suspect a good many trainees 
would be delighted not to have to get their start by serving as mail 
room and errand boys, for one thing. Maybe this is good for the soul 
and useful training, but it sometimes tends to be overdone. 


gos fens aes oa ama re eer 


BAS _ 1 ee 
Say) Reser Re ag eee gee pent 7 


Pee See eS Rn AD 


Gladys the beautiful Pi nmer 


—Thomas FE. yen, Gray & Rogers, Philadelphia. 
“If they aren’t back by 5:30, say they’ve gone for the day.” 


What They're Saying 


The Last Frontier 
Often when there’s a ball game 


on the television screen or the car) 


radio, a numbness settles upon the 
senses. At such times it is realized 
that practically the only place left 
today where it is possible to escape 
the smothering avalanche of inani- 
ties that passes for baseball report- 
ing on the air is the ball park it- 
self. 

Lately it has been discovered, 
with a tingling shock of alarm, that 
not even the grandstand can be 
considered safe. 

In certain sections of Chicago’s 
Wrigley Field and Philadelphia’s 
Connie Mack Stadium are ampli- 
fiers through which is piped the 
regular television description of 
the game, complete with commen- 
taries, feeble jokes and commer- 
cials. 

There the customer who has paid 
for the privilege of watching with 
his own eyes sits helpless while a 
disembodied huckster plucks at 
his sleeve, bludgeons him with ad- 
vice, burdens him with statistical 
trivialities, embarrasses him with 
autobiographical revelations, hec- 
tors him to buy beer or cigarets... 

In the early days of radio, the 
sportscaster’s cardinal principle 
was: “What they can’t see won’t 
hurt them.” 

Then it was literally true that a 
man who happened to be sitting at 
the game within earshot of the 
broadcaster found himself attend- 
ing a doubleheader—the game he 
saw and the game he heard. 

Time and television have 
wrought some changes. Today's an- 
nouncers are better reporters than 
the pioneers. 

However, they do, of course, 
commit errors of fact. 

Some day there may be a major 
error, a wild discrepancy between 
the thing seen and the thing heard. 
Auditors will doubt either their 
ears or their eyes, since it will be 
impossible to believe both. Panic 
will stalk the stands. 


—Red Smith’s column in the Chicago 
Sun-Times. 


Comments on Trading Stamps 
..During discussion in the 


House of Commons [Dominion Par- 
liament] in 1905, one member, Mr. 
Kemp, said [trading] stamp com- 
panies were permitted to do what 
no other kind of financial corpor- 


|ation can do—circulate money. He 
charged that people were deceived 
into taking stamps, and added: 

“A greater evil is this, that a 
great amount of these stamps are 
never redeemed. Where the tre- 
mendous profit of the trade stamp 
companies comes in is due to the 
fact that the stamps are never re- 
deemed.” 

Mr. MacPherson, another House 
member, in discussing how the 
operation of the trading stamp 
scheme affects merchants, said in 
the House of Commons: 

‘...In Vancouver the system 
became a perfect nuisance. The 
merchants were buying trading 
stamps and virtually handing over 
the profit of their business to this 
trading stamp vendor, The result 
was that we have many failures in 
Vancouver. The system was noth- 
ing more or less than a piece of 
blackmail—that is all the trading 
stamp business is.” 

In the House of Commons’ dis- 
cussion, Sir Wilfrid Laurier termed 
trading stamps a form of lottery 
which had invaded every city and 
town in Canada. 

“The something-for-nothing lure 
of trading stamps is not new,” Lin- 
gan A. Warren, president, Safe- 
way Stores, pointed out in refer- 
ence to the Canadian legislation. 
“The difference is that Canada 
recognized the evils of the system 
and banned trading stamps. Con- 
sumers in the United States are 
still being deceived, and paying 
higher prices for goods where 
trading stamps are used.” 


—Release from Safeway Stores Inc., 
Oakland, Cal. 


Salesmen Take Note 


There’s a sign prominently dis- 
played in the advertising offices of 
Minnesota Mining & Mfg. Co. that 
is large enough so even the most 
myoptic media rep can see it. The 
handiwork of Floyd Andrews, 
who heads up the creative end of 
3M’s tape division, it reads: 

We are advertising men. 

THIS IS NOT EASY. 

It is ofttimes necessary to ex- 
tract facts from the thin air. 

NEITHER IS THIS EASY, BUT 
IT CAN BE DONE. 

There is, however, a helluva dif- 
ference between thin and hot. 

MAY WE HAVE SOME COLD 
FACTS? 

—*Fortune at Work,” August, 1955. 


Advertising Age, September 5, 1955 


Rough Proofs 


Dick Babcock shows in the Farm 
Journal FTC pleading that there’s 
still plenty of competition in the 
farm publication field. 

That’s what the other agricultur- 
al publishers have been saying 
right along. 


“Erwin, Wasey gets Campana 
Italian Balm,” headlines the 
world’s greatest advertising jour- 
nal. 

But for the agency that lost the 
account, there’s no balm in Gilead. 


The Old Professor says that if 
business mea tried half as hard to 
improve their business methods as 
they do to learn to hit a golf ball 
or catch a fish, there would be a 
lot fewer business failures. 


Fred Gray & Associates has the 
right idea about how to run an ad- 
vertising business without ulcers. 
The agency has just resigned an 
account that was taking up too 
much time. 


The Department of Agriculture 
is helping the sheep growers to 
organize for promotion of wool 
and lamb products. Maybe some- 
body down in Washington has fi- 
nally figured out a way to beat the 
surpluses. 


“Why should some men prefer 
women over 50 in Chicago?” asks 
the Trib. 

Men with wives of about that 
age know better than to express 
any other kind of preference. 

2 

Two out of three households, re- 
ports the Bureau of the Census, 
now have television sets. 

This probably makes tv even 
more of a necessity than a bath- 
room or a telephone. 

+ . 

“T like to have fun. I like nice 
clothes, good food and drink, wom- 
en,” says Playboy’s prototype. 

It’s nice work if you can get it. 

e 

“The commercial,” exclaims 
AA’s Eye & Ear Man, “is becoming 
more and more important.” 

You ain’t gonna get that order if 
you don’t ask for it. 

> 

Bill Hart, who admits that he is 
going to spend some time from 
now on studying anthropology, 
might be willing to agree that as a 
successful practitioner of the ad- 
vertising art he’s been doing it 
right along. 


~ 

Sunbeam’s Lady Shavemaster is 
rushing to the aid of the gals who 
for beauty’s sake have been ac- 
quiring the skin you love to touch 
through blood, sweat and tears. 


Precision Radiation Instruments 
Inc. has appointed Weiss & Geller, 
Chicago, as its agency, 

If Weiss & Geller, New York, 
had been appointed, some addition- 
al explanation might have been 
in order. 


* 

The Davis cup is beginning to 
look just a little battered after all 
those long trips between the United 


States and the tennis-playing land 
Down Under. 
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Women’s clothes! Action’s a must or your season’s 
a bust. THE INQUIRER has been FIRST in 
women’s specialty shop advertising for 15 con- 
secutive years. These are the women who buy 
the very goods you sell. So the point is plain: 
Put your advertising in the newspaper that’s 
i FIRST FOR ACTION in Delaware Valley, U.S.A. 


Che Philadelphia Mnguirer 


Constructively Serving Delaware Valley, U.S.A. 
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45 Shopping Centers in 
DELAWARE VALLEY, U.S.A. 


Tremendous expansion has given rise 
to 45 new shopping centers through- 
out Delaware Valley! Here, families 
have over $8 billion effective buying 
income... and the market still grows. 


; Exclusive Advertising Representatives: West Coast Representatives: 

| NEW YORK CHICAGO DETROIT SAN FRANCISCO 

ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. DIX FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bldg. 155 Montgomery St. 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 


LOS ANGELES 


FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 
Dunkirk 5-3557 
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The CANTON REPOSITORY serves a factile markot ‘hint ties out 
from a metropolitan area of 310,000 population. its Metrepeli- 
ton Area retail saies total §333,731,000 of which $85 miition 
are food store sales, $78.9 millicn are automotive store and 
filling station soles and $8 million are drug store sales. A Brysh- 


etter oe Sty 17353 ruppsher’ $ Cement. 


m4 sa iis 
es Lwieie 


Moore newspaper, the REPOSITORY reaches 72,117* families 
each Sunday. It is represented nationally by Si: /, Brooks & 
Finley, inc. FAMILY WEEKLY is proud to announte the Canton 
Repository os the 100th newspaper to distribute America’s fast- 
est growing Colorgravure Sunday Magazine. 
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THE addition of its 100th market 
marks an important milestone in FAMILY WEEKLY’S dedicated program 
of providing a single, powerful harness for 


the tremendous buying power in 


America’s hometown cities. In wrapping together 
100 individual markets into a 
unified, accessible buying force that is greater than Chicago and 
Philadelphia combined, FAMILY WEEKLY is opening the doors 
of 2,500,440 active, able-to-buy families. They live and 
mee do their shopping in markets unduplicated by any other 
| Sunday magazine. Thus, alone or in combination, FAMILY WEEKLY 


provides a vital selling force heretofore unavailable 


| ane me with one order, one billing — and in color. That is why 
ge 3S Pe Ae aes ok IR oo Se 0 


Pe then FAMILY WEEKLY produced the greatest gain 
% aa sea ioe ae ay Pig wigs. : . - . . bed 
pick) 5 Ee Saag: a gs in advertising revenue, percentagewise, of all magazines —a gain 
, Praga ies “me er,. Smyder News 


of over 90 pages for the first 6 months of this year 
over the same period a year ago. It is why you should have 


the full story of what FAMILY WEEKLY’S on the go Hometown markets 


can mean to your sales picture. 


Write, phone or wire today. 


FAMILY WEEKLY MAGAZINE, Inc. 
Leonard S. Davidow, Publisher 
153 N. MICHIGAN AVENUE ¢ CHICAGO 1, ILLINOIS 


NEW YORK 17, 17 East 45th Street * DETROIT 26, 424 Brook Building 
LOS ANGELES 25, 1416 Camden Avenue * ORINDA, CALIF., 82 LaCuesta Rood 
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Brooks Middleton, creative di-| charge of Carson, Roberts of Texas, 
rector of Advertising Counselors of El Paso. Previously, Mr. Middle- 
Arizona, Phoenix, for the past two, ton was with Campbell-Ewald Co. 


Middleton to Carson, Roberts i has been named v.p. in 


Elks 

| will entertain 

2 guests 51,800,000 
times in 1955! 


— J —_ 
al 
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Elks are friendly people who like to 
open their homes to guests frequently. 
The average Elk entertains 4 times a month. 


87% buy soft drinks for home use. 
93% serve alcoholic beverages to their guests. 


Elks are a big market for travel because they are 
leaders in business and in their community. You can 
reach this rich market in The Elks Magazine. 


Get the whole picture about 1,065,630 
Elks (ABC). See the new Ross 
Federal Report packed with facts 
about Elks and their magazine. 


THE MAGAZINE 


New York « Detroit « Chicago « Los Angeles 


and Russel M. Seeds Co., both of 
Chicago. Dan Steele, of the agen- 
cy’s Los Angeles office, has been 
named exec. v.p. of the two of- 
fices. 


Storecast Names Mulligan 

Storecast Corp. of America, 
Hartford, supermarket point of 
sale advertising - merchandising 
organization, has named Thomas 
Mulligan, formerly a special pro- 
motion supervisor, to succeed Ger- 
son A. Burr as southern New 
England division manager. Mr. 
Burr has resigned to become mer- 
chandising manager of Gulf 
Stream Quick Frozen Foods, 
Miami. 


Argus Cameras Boosts Two 
Argus Cameras Inc., Ann Arbor, 
Mich., has appointed Joel M. Row- 
ley assistant advertising manager 
and Roy J. Gustafson art director 
of the company. Both Mr. Rowley 
and Mr. Gustafson have been 
members of the Argus advertising 
department for the past two years. 


WTV] Names Weiss A. E. 


Paul H. Weiss, formerly an ac- 
count executive and copy chief of 
William N. Scheer Advertising 
Agency, Newark, has been ap- 
pointed an account executive of 
WTVJ, Miami television station. 
Mr. Weiss is a former v.p. of Flint 
Advertising Agency, New York. 


Frank Lougee Joins FC&B 

Frank Lougee, who resigned as a 
partner of Wank, Lougee, McDon- 
ald & Lee, San Francisco agency, 
has joined the Bay Area staff of 
Foote, Cone & Belding as an ac- 
count executive. 


Ingoglia to Morey, Humm 

Arthur A. Ingoglia, formerly an 
editor of Tires TBA Merchandis- 
ing, has joined the copy depart- 
ment of Morey, Humm & John- 
stone, New York. 


WGN-TV’s reputation for delivering results. 


and programs for fall. 


Top TV Station. 


44\ N. MICHIGAN AVENUE 
CHICAGO II 
ILLINOIS 


ITS AFACT— 


As of August 15, forty advertisers (national, regional and local) 
had contracted for fall sponsorship of programs on WGN-TV. 


They know the importance of the nation’s second market and 


Are you doing an adequate job in Chicago? Now is the time 
to contact your WGN-TV representative for prime availabilities 


Increase your sales in the rich Chicago market on Chicago's 


For your best buy-in Chicago radio, it’s WGN, reaching 
more homes than any other Chicago advertising medium. 


j fons YEE are 


Sy : 
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Getting Personal 


When Art Towell, Madison, Wis., agency head, played host to 
the annual convention of Affiliated Advertising Agencies Network, 
he did his best to avoid disclosing that he and Mrs. Towell were 
celebrating their 28th anniversary on Aug. 20, the night of the 
AAAN banquet. But he failed, and presents and best wishes from 
their network friends were showered on the couple... 

And John Mather Lupton, New York agency head who was chair- 
man of the group, cracked up while motoring to the meeting with 
his wife and children. His car was so badly smashed he had to pro- 
ceed in a borrowed vehicle, but no one was hurt... 
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BEFORE DIANE—Members of the ad department of Burndy Engineer- 
ing Co., Norwalk, Conn., exhibit some of the tuna caught in the At- 
lantic off Block Island and Montauk Point. The day’s catch totaled 
40—mostly in the 25-40 lb. class. Left to right are Lew Gage, Ed 
O’Rourke, Gary Singer, Alex Borowsky, Skipper Bill King, and 
Harry MacDonald. The department’s Len Provato took the picture. 


Morton Silverstein, copy-contact at Gibbons-O’Neill Inc., New 
York, and Timothi McAuliffe, assistant to the fashion director of 
Revlon Products Corp., tied the knot Sept. 4. They’ve left for a 
Bermuda cottage honeymoon... 


Charles Brunelle, whose short story, “The Shy Kind of Boss,” ap- 
peared in the Aug. 27 issue of SEP, is president of the Charles 
Brunelle Co., Hartford, Conn., agency. The versatile adman also 
heads the Hartford Chamber of Commerce... 


Bernard Kramer, head of Gresh & Kramer Advertising, Philadel- 
phia, worked late on Aug. 18, when the cloudburst struck eastern 
Pennsylvania. When he found water rising in the agency’s art de- 
partment, he decided that the copy he was writing for the Quickie 
Speedway mop account was too conservative. . . 


— 


BOOTED—Oliver E. Treyz, president of TvB, gets assistance with his 
new Texas boots from W. D. Rogers Jr. (left), president and general 
manager of KDUB-TV and KDUB Radio, and Mayor Murrell R. 
Tripp of Lubbock, in the mayor’s office. “Ollie” stopped over in the 
Texas city on his return to New York from the West Coast. 


A couple of weeks ago in this column, Paul deGuzman’s celebra- 
tion of the birth of his 7th child raised the question of the record for 
admen’s families. Now comes the Quinn clan of suburban Northbrook, 
Ill. There’s Jim Quinn, v.p. of Ross Roy, Chicago, with five boys and 
three girls, and Frank Quinn, copywriter at Henri, Hurst & McDon- 
ald, with five girls and one boy—a total of 14 Quinns. However, the 
ad business is the only kinship between the two Quinn families; 
they’re not related... 

Looks as if the record, to date, belongs to Joseph Meyer, account 
exec. of Meldrum & Fewsmith, Cleveland, and his wife, Connie, 
who will celebrate their 12th wedding anniversary in April. Their 
brood includes Lawrence, nearly 11; twins Michael and Mary Ann, 
10; Thomas, 8; Daniel, 7; Terrance, 5; James, 3; Margaret, 2, and 
Gregory, 6 months... 

Alan Cundall, assistant ad manager of Roos Bros. department 
store, San Francisco, and his wife, Ann, are parents of a daughter 


named Catherine Kelly Cundall, born on Aug. 15 at St. Francis 
Hospital. . . 
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| perpetual motion. 


you couldn’t find a medium 


"He tried to take my 


5 
. | If you tried all your life 
; that punches harder 
| or keeps punching longer 
than Outdoor Advertising. 


Drake’s Bakeries knows this 


| and puts its selling power on posters 


exclusively 
throughout the year. ASK YOUR ADVERTISING AGENCY ABOUT OUTDOOR ADVERTISING 
f 
; : 
4 outdoor advertising reaches the most people—most often —at lowest cost 


i THE STANDARD GROUP OF OUTDOOR ADVERTISING COMPANIES 
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Richard La Fond Adds Two Moines, has been named creative | age oa Canine. erry in- 
i isi i -Hi i . itially will prepare a sales ald pro- 
hard La Fond Advertising, | director of Cary-Hill, Des Moines. |1 
Pacagmed has been appointed : The agency also has appointed gram for Armstrong dealers and 
handle public relations and adver- Donna DeCamp, a member of the distributors and will handle local | 
tising for Metal Textile Corp., Ro- Des Moines office for two years, advertising and promotion. Arm-| 
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the PRIZE PREMIUM 
of the Jet Age 


CLINTON 
Jet Age 
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OUTBOARDS : 
Here's a dramatically dif- | 
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Mo., office. ‘lication advertising will continue 
| ‘to be directed by Kight Advertis- 
‘ing, Columbus. 


products. La Fond also has been 
named to handle advertising and 
public relations for a new Spare- Miller Adds Newspaper. 
Aire emergency tire inflator made Furnace Maker Accounts ’ 
by Trucktor Corp., Mountainside,| jrarry M. Miller Inc., Columbus, NBC-TV Signs with WITN 
N. J. 'O., has been appointed to handle, WITN, Washington, N.C. will 


‘national trade advertising for the |become a basic affiliate of NBC 


Cary-Hill Appoints Two Columbus Dispatch. ‘Television, effective Sept. 26. The 

Kenneth Heffington, formerly a Miller also has been appointed | network terminated its affiliation 
member of the news bureau staff to handle selected phases of the | with WNCT, Greeneville, N.C., two 
of Meredith Publishing Co., Des advertising program of Armstrong months ago. 


ferent premium with uni- 
versal appeal. Powerful 
2% to 5% hp. performance 
models. The perfect low 
cost and unusual prize to 
build sales. Phone, wire 
or write today for com- 
plete information. 


CLINTON MACHINE COMPANY 
Dept. 89-A Outboard Division, Clinton, Michigan 
Over 3,500,000 Engines now serving farm, home and industry 
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Radio & KCMO TV the kot: Agency 
WHEN Radio & WHEN-TV The Katz Agency 


KPHO Radio & KPHO-TV in. ket: Agen 
WOW Radio & WOW-TV 2iik',§ & 


and Blair-TV 


KANSAS CITY: KCMO 
SYRACUSE: 
PHOENIX: 
OMAHA: 


selle. N. J.. maker of knitted wire |COPY director of its Kansas City,|strong’s trade and consumer pub-/|%% 
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FRANK J. DANIELS has been appointed 
advertising manager of the Durkee 
Famous Foods division of Glidden 
Co., Cleveland. Mr. Daniels, for- 
merly assistant director of adver- 
tising and merchandising, succeeds 
Elmer L. Weber, who has been 
named general sales manager of 
Durkee packaged products. 


Ads Helped Increase 
Tourist Income; New 
Push Set by Nassau 


NassAU, BAHAMAS, Aug. 30— 
Color advertising in fashion and 
other leading consumer magazines, 
plus black and white advertising in 
specialized fields such as fishing 
and sailing, have been okayed for 
the fall and winter months by the 
Nassau Development Board. 

No newspaper advertising is 
planned for fall and winter, but 
it will be used for the spring and 
summer seasons. 

Also approved were stepped-up 
drives to arrange group move- 
ments to Nassau and to persuade 
more pre- and_ post-convention 
groups to make side tours to 
Nassau. 

“Because of the Board’s six- 
months-ahead planning policy,” 
Victor E. Chenea, general sales 
manager, said, “we have been able 
to show a substantial increase in 
tourism to the Bahamas every year 
since this work began—a total in- 


crease of more than 40% since 
1950.” 
Kelly-Nason, New York, and 


Grant Advertising, Miami, are the 
agencies. 


Keystone Adds 12 Affiliates 


Keystone Broadcasting System 
has added 12 new affiliates, bring- 
ing its total membership to 857 
stations. The new affiliates are 
WGMA, Hollywood, Fla.; WJAZ, 
Albany, Ga.; WJEM, Valdosta, Ga.; 
WPEO, Peoria, Ill.; WARU, Peru, 
Ind.; WHIL, Medford, Mass.; 
WTIK, Durham, N.C.; WGSA, 
Uphrata, Pa.; WKMC, Roaring 
Spring, Pa.; WSEV, Sevierville, 
Tenn.; KRWS, Post, Tex.; and 
KTEL, Walla Walla, Wash. 


Adam Sets $200,000 Drive 


Adam Hats will spend $200,000 
this fall in a campaign aimed at 
promoting the Adam name and 
varieties of hats. Bulk of the budg- 
et will go into insertions in Col- 
lier’s, Ebony, Esquire, Life, Look 
and The Saturday Evening Post. 
‘Emil Mogul Co., New York, is 
"agency for Adam Stores Inc., 
which was acquired early this year 
by Adam Hat Manufacturers Inc. 


Garfield Linn Adds Three 


Garfield Linn & Co., Chicago, 
has been appointed to handle ad- 
vertising for Zale Construction, 
Skokie, Ill; J. L. Warehouse, Lyons, 
Ill., and Hodag Chemical Co., Sko- 
kie. Sales literature, direct mail 
and business publications will be 


Successful : 
Farmi Magazines 


attiiorea with BOUT HOMES anc 


and Gardens 


used for all three accounts. 


Publisher Names Drucker S. M. 
| Caldwell-Clements, New York, 
has appointed Joseph Drucker, for- 
merly a district manager, sales 
manager of Tele-Tech & Electronic 
Industries. 
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Radio-TV Week 
Sections Planned 
by Some 100 Papers 


WASHINGTON, Aug. 30—More than 
100 daily newspapers have ex- 
pressed plans to publish National 
Radio-TV Week supplements dur- 
ing the week of Sept. 18. 

And local promotion committees 


for the week have been established | 


in nearly 100 of the country’s major 
market areas, according to pre- 
liminary reports received by the 
Radio Electronics Television Mfg. 
Assn. 

The radio-tvy week program is 
sponsored and coordinated jointly 
by the National Appliance and Ra- 
dio-Television Dealers Assn., Na- 
tional Electrical Dealers Assn., Na- 
tional Assn. of Radio & Television 
Broadcasters, and RETMA. 


™" NARDA, taking the lead at the 
retail level, has spearheaded the 
formation of regional committees 
in nearly 100 major market areas. 
These committees, headed by out- 
standing local dealers, distributors 
or broadcasters, already have set 
up more than a score of regional 
dinners to kick off the campaign. 

More than 100 daily newspapers 
have indicated plans to publish a 
National Radio-TV Week supple- 
ment. Copy for the special tie-in 
supplement was prepared and dis- 
tributed to the nation’s daily news- 
papers, as a service to the radio- 
tv industry, by The Saturday Eve- 
ning Post. 


™ Other reports reaching RETMA 
indicate plans for widespread use 
of the display banners and posters 
prepared for dealers and distribu- 
tors by Life. 

A radio-tv week promotion kit, 
furnished by NARTB to all net- 
works and radio and tv stations, in- 
cludes some 67 station breaks, 
spots and general announcements 
for use by broadcasters during the 
week. The NARTB spots utilize 
the program’s theme, “National 
Radio and Television Week. Dedi- 
cated to better home entertain- 
ment.” 

The announcements urge listen- 
ers to see the outstanding television 
programs on new large-screen tv 
receivers. They also promote the 
radio-in-every-room and a radio- 
for-every-purpose themes. 


MacNeal Heads Judges 
for AFA Essay Contest 


Robert E. MacNeal, president of 
Curtis Publishing Co., Philadelph- 
ia, has been appointed chairman of 
the tenth annual National High 
School Essay contest sponsored by 
the Advertising Federation of 
America. More than 70,000 students 
are expected to submit essays on 
the subject, “An America Without 
Advertising,” in competition for a 
first prize of $500 and an all-ex- 
pense trip to the Federation’s an- 
nual convention in Philadelphia 
June 10-13. Second prize is $200, 
and the third is $100. 

Local prizes are also offered by 
the sponsoring advertising club in 
each contest city. Contest entries 
must reach New York by April 18, 
1956, to qualify. 


Compton Promotes Three 

Compton Advertising, New York, 
has appointed Julia Brown and 
Maurice Sculfort associate media 
directors. Miss Brown formerly 
was in charge of media research, 
and Mr. Sculfort was head space 
buyer. Emil Tacovsky, formerly a 
space buyer, has been appointed 
head space buyer in charge of the 
“printed word division.” 


Green Joins George Blake 
Charles N. Green, formerly pro- 
duction manager of the radio-tv 
department of Doyle Dane Bern- 
bach Inc., has joined George Blake 
Enterprises, New York ty film 
producer, as an account executive, 


Christenson Succeeds Doorly 
as ‘World-Herald’ President 
The Omaha World-Herald has 
elected Henry Doorly chairman of 
the board following his resignation 
as president of World Publishing 
Co. Walter E. Christenson, World- 


Henry Doorly Walter Christenson 


Herald editor, has been named to 
succeed Mr. Doorly as president. 
He will continue as editor. 

Mr. Doorly, with the newspaper 
for 52 years, has served as presi- 
dent since the death of Gilbert M. 
Hitchcock in 1934. He also was 
publisher from 1934 to 1950. Mr. 
Christenson joined the World-Her- 
ald as a reporter in 1928 and since 


1935 has been managing editor,! Dobson Joins S. C. Johnson 


associate editor and editor. 


Esso Buys WRCA-TV News 


Esso Standard Oil will sponsor Mansfield, O., has joined S. C. isher-scrubber. 


“Your Esso Reporter” three times 
a day, Monday through Friday, 
over WRCA-TV, New York, start-| 
ing Sept. 5. Until last July Esso. 
carried a 15-minute across-the- 
board newscast on the station. 
Marschalk & Pratt division of Mc- 
Cann-Erickson handles the ac- 
count. 


Nathan to Lavenson Bureau 
Chas S. Nathan Inc., New York, 
office planning company and re- 
tailer of office furnishings and 
equipment, has appointed Laven- 
son Bureau of Advertising, Phila- 
delphia, to handle its advertising. 


Haviland Names Auerbach 

Haviland & Co., New York china 
manufacturer, has named Alfred 
Auerbach Associates, New York, 
to handle its advertising, suc- 
ceeding Bruce Angus Advertising 
Agency. 


Johnson & Son, Racine, Wis., as 

Robert E. Dobson, formerly mar-| appliance department manager. He 
|keting manager for portable ap-| will develop marketing and ad- 
pliances of Westinghouse Corp.,| vertising plans for Johnson’s pol- 


“Send No Money” for All-New Direct Selling Text! 
Manual of Marketing success Mailed FREE 


Send today for brand-new book “The Truth 
About Modern Direct Selling” and learn sales 
formula back of nine-billion-dollar yearly 
Direct Selling volume. First up-to-date text 
like it in five years. Tells how to start Direct 
Selling business, correct spotty retail distribu- 
tion, increase present sales volume and profits. 
Of vital interest to sales executives, advertis- 
ing agency account chiefs. Low-cost, low-risk 
way of testing market potential will amaze you. 
No cost or obligation; just write on business 
stationery to: SPECIALTY SALESMAN, Rm. 
812-5 307 N. Michigan Ave., Chicago 1, Ill. 


OIRECT SELLING 


Salesman 


‘And next time one of your space guys forgets things have 


changed in Cincinnati, I'm really going to get mad.”’ 


BETTER NOT TRUST your own memory too far. Things have changed 
in Cincinnati. Today, the CINCINNATI ENQUIRER leads the daily* field 
not only in Total Advertising Linage . . . and Total Circulation . . . but 
in City Zone Circulation as well! (Source: A.B.C. and Media Records, 
latest 6-months’ figures.) *There has never been a question, of course, 
about the Sunday Enquirer’s leadership. 


SOLID CINCINNATI 
READS THE eS 
CINCINNATI ENQUIRER ™*T 
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No trade secret is more jealously guarded by 
advertisers than the specific effectiveness of 
their television commercials. 


The other day we succeeded in coaxing one of 
them into talking about a particular 90-second 
announcement which was broadcast one night 
at 8:26 on the CBS Television Network. 


Immediately following the broadcast 29,972 
people in the audience sat down and wrote to 
an address in New York City. The postmarks 
disclosed that each request had been mailed 
prior to 11 p.m. the same night. 


The fuse which touched off this explosion of 
letter-writing was an announcement offering 
free samples of Nescafé to anyone who wrote 
and asked for them. The offer was made by 
The Nestlé Company on its CBS Television 
program on the evening of September 19, 1953. 


Over a period of eighteen months 15 similar 
announcements, each taking no more than a 
minute-and-a-half, yielded a total of 2,163,775 
requests from the audience. 


More than any words, these statistics speak 
volumes about the extraordinary impact of 
television — its power to activate swiftly and 
simultaneously vast numbers of people — 

and the economic consequences of this power. 


Although conspicuous for its dimensions, the 
Nestlé story is typical of what happens when 
an excellent product, effectively presented, 
receives the exposure of the largest single 
advertising medium in the world. 


CBS TELEVISION 
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Building Materials 
Makers Put 2.8% of 
Sales Into Promotion 


WaAsHINGTON, Aug. 30—Manufac- 
turers of building materials spend 
an average of 2.8% of sales on ad- 


'vertising and sales promotion, ac- 


tion supplied by 64 manufacturers 
of building materials. It was made) 
as a result of numerous requests 
by manufacturers for such infor- 
mation. 

The committee grouped reported 
statistics according to the sales of 
the manufacturers and according 
to the money spent on various ad- 
vertising media. The study indi- 


| cording to a cost study made public cates little consistency among man- 
last week by the advertising and | ufacturers in preparing advertising 
sales promotion committee of the) and sales promotion budgets. 
Producers’ Council Inc. With an average of 2.8% of sales, 
The study is based on informa-/the reports of the companies ques- 


Call 


tho-print Co. 
Quality * Service 


710 So. Federal St. Chicago 5, |! 
Phone WAbash 2-1430 


AGAIN IN 1955... 
National Advertisers prefer the 
CHRONICLE . . . overwhelmingly! 


GENERAL AND AUTOMOTIVE 
ADVERTISERS use The 


CHRONICLE 


EXCLUSIVELY! 


THIS REPRESENTS: 


THAN 

BOTH OTHER 
HOUSTON PAPERS 
COMBINED! 


THERE CAN BE ONLY 
ONE REASON... 


* Source: Media Records first 6 months 1955 
Excluding National Supplements. 


EXCLUSIVE 


ee 


ADVERTISERS 


CHRONICLE 


am! 


of Leadership in 
«Advertising end 
_ Cirevletion. JESSE H. JONES, Publisher 
JOHN T. JONES, Jr., President 


R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, Nationa! Advertising Mgr. 


THE BRANHAM COMPANY —National Representotives 


THE HOUSTON CHRONICLE 


| 


Advertising Age, September 5, 1955 


Gross Sales (millions of dollars) 
$0-1 


Number of companies 
reporting 2 12 


Advertising & sales 
promotion expenditures as 
an average percentage of 
gross building product 

sales. 


ADVERTISING MEDIA 


Newspapers 0 8 2.7 
Trade & technical 

journals 34 348 23.9 
Directories & consolidated 

catalogs 1.0 11.1 7.6 
Radio 0 0 0 
Television 0 0 0 
Co-op ads thru distribution 

outlets 1.0 4 2.8 
Other advertising 0 4 4 

Total Advertising 

Media 
SALES PROMOTION 
Direct mail 
Booklets, catalogs, literature, 

reprints 343 17.2 225 
Point of sole 

displays 5 4.3 17 
Dealer mats and 

electros 5 3.6 6 
Trade shows and 

exhibits 6.9 8.7 7.0 
Motion pictures 0 of 1.5 
Other sales 

Total Sales 

promotion 0 2.2 4.1 

Promotion 


Ad and Sales Promotion Cost Study 


Source: Ad Relations Committee, Producers’ Council 


$1-3  $3-10 $10-20 $20-50 $50-100 $100 


20 


5.1% 2.7% 3.3% 2.0% 2.3% 


National magazines 31.0% 11.1% 17.7% 9.5% 19.4% 25.2% 36.4% 19.2% 


36.4% 58.6% 55.1% 60.1% 62.3% 50.7% 63.8% 58.3% 


21.5% 5.3% 7.5% 34% 2.8% 3.2% 7.2% 5.9% 


63.7% 41.4% 44.9% 39.9% 37.7% 49.3% 36.2% 41.7% 


Over 
Total 


64 


38% 18% 2.8% 


19 «|638—CtO13 i? ae 
38.5 262 188 125 258 
ao: a 9 69 
0 6 0 0 a 
Sus o 78 8 
3 33 0 42 18 
17 3.0 0 8 18 


165 20.1 205 114 = 19.2 
3.3 17 «11.4 2.2 2.7 
2.1 1.2 1.7 1.5 1.6 
8.6 3.6 49 5.1 6.7 
1.4 4 0 8 9 
4.6 7.9 7.5 8.0 47 


tioned showed a range from .5% to 
7.5% of sales being spent on sales 
promotion and advertising. The 
compiled figures indicate that there 
is little relation between the sales 
volume of a manufacturer and the 
percentage of sales he spends on 
advertising and sales promotion. 


‘McCall's’ Opens Sales 
Office in Cleveland 


McCall’s has opened a new sales 
office in Cleveland and has also 
named a new Chicago manager. 
The Cleveland office, in the Ter- 
minal Tower Bldg., will be headed 
by Richard M. Garner, who has 


Richard Garner 


Malcolm Macdonald 


been with the Chicago office for 
the last six years. New manager of 
the Chicago office is Malcolm R. 
Macdonald, formerly on the sales 
staff. 

Assistant manager in Cleveland, 
which will cover Detroit, Pitts- 
burgh, Buffalo, Akron and Cleve- 
land, will be Clayton Westland Jr., 
formerly of the New York sales 
staff. McCall’s also has appointed 
John W. Chase manager of mar- 
keting research in its New York 
headquarters. Mr. Chase formerly 
was assistant merchandising direc- 
tor of Puck—The Comic Weekly. 


N. W. Ayer Appoints Three 


N. W. Ayer & Son has appointed 
O. L. Hubbard Jr., formerly with 


/Pillsbury Mills, to its Chicago serv- 
lice staff. Ayer also has appointed 
‘David J. Renning, formerly a| 
graduate student at Chouinard Art 
Institute, Los Angeles, art director | 
of its Honolulu office, and Edward | 

Killeen, previously with Benton 
‘ ‘Bowles and with the advertising | 
department of Liggett’s drug chain, 
'to the radio-ty department of its 
|New York office. 


Newspaper Linage 
Gains Record 10% 
in lst Seven Months 


New York, Aug. 30—National 
newspaper advertising linage is up 
nearly 10% over the first seven 
months of last year, according to 
figures released by Media Records 
and the Bureau of Advertising, 
ANPA. The gain was put at 9.9%, 
a figure that breaks all records. 

Advertisers invested 13.3% more 
in national linage in the month of 
July than the previous July, to 
rack up the biggest July on record. 

Gains contributing to the “great- 
est first seven months figures in 
newspaper advertising history” are 
as follows: 

Automotive, up 23.7% (32.2% 
over the previous July); general 
advertising, up 4.2% for the year 
and the month; retail, up 7.3% for 
first seven months and 10.9% for 
July; classified, up 15.4% (214% 
for July), and financial, up 12.2% 
(16.9% for July). 


Huntington Mtg. Names 
Stubbs & Montgomery 

Huntington Mfg. Co., Chicago, 
has appointed Stubbs & Montgom- 
ery, Chicago, to handle its adver- 
tising. Robert I. Chutkow, presi- 
dent of Huntington, and Irving M. 
Feldstein, exec. v.p., purchased the 
women’s dress division of Reli- 
ance Mfg. Co. less than two years 
ago. Reliance now makes only 
men’s and boys’ wear including 
Big Yank, Ensenada and Penrod 
brands. © 

Huntington has continued to 
manufacture Kay Whitney, Glen- 
bury, Happy Home and other dress 
lines and recently introduced the 
Toni Hunt line. Plans for increased 
advertising schedules in magazines 
and trade publications are being 
made. 


‘Squibb Transters Richardson 
Carlos E. Richardson, a sales 
representative of the E, R. Squibb 
& Sons division of Olin Mathieson 
‘Chemical Corp., New York, has 


been appointed to the advertising 


and marketing department of the 
division. 
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Wh 


emer advertising, the money spent on food and food products 


represents by far the biggest expenditure. 


This gives a special significance to figures on food advertis- 


ing ...to changes and trends in this highly important field. 


When is a gain really a gain? 


The figures above show that LIFE’s $11,685,000 represented 


ere do advertisers 
spend their food money? 


In the vast total that U.S. business spends on national con- 


In the first six months of 1955, food advertisers invested 


a record total of $11,685,000 in LIFE. 


LIFE’s food advertising revenue for the six-month period 


greater than that of the next four magazines combined. 


ADVERTISING REVENUE—FOOD AND FOOD PRODUCTS 


1955 
$11,684,590 


First 6 months 
1954 


$10,643,312 


Ladies’ Home Journal 


2,910,354 


2,733,818 


Family Circle 


2,871,585 


3,066,222 


Saturday Evening Post 


2,765,867 


2,723,775 


Better Homes & Gardens 


2,077,735 


2,025,041 


Look 


2,076,535 


1,960,069 


Woman's Day 


1,916,623 


2,103,023 


Good Housekeeping 


1,835,136 


1,419,310 


McCall's 


1,641,545 


1,676,590 


Woman's Home Companion 


Source: Publisher's Information Bureau(gross figures) 


a gain of 10% over the same period last year. 


They also show that five other magazines in the top ten had 


gains for 1955 over 1954. 


ADVERTISING REVENUE—FOOD AND FOOD PRODUCTS 
Record of the present top 10 magazines, 1951 through 1954 


1,323,427 


1,372,708 


was four times that of the next leading magazine. It was also 


But, the important thing to know about any percentage gain 
is what it’s a gain from. 


Here is the record of the present top ten magazines over a 
four-year period, from ’51 through ’54. 


Source: Publisher's Information Bureau (gross figures) 


Here you can see quite clearly that LIFE (which has consis- 
tently carried the most food advertising) is the only magazine 
that has shown a regular gain both in pages and advertising 


1951 1952 1953 1954 
LIFE $12,079,970 $14,673,235 $17,115,420 $21,781,752 
Ladies’ Home Journal 5,243,039 4,436,996 4,514,972 5,587,922 
Family Circle 4,314,827 5,747,228 6,247,088 6,067,949 
Saturday Evening Post 4,908,572 5,123,196 5,292,417 5,513,921 
Better Homes & Gardens a 3,492,945 3,395,256 4,313,796 3,950,821 

~ Leok 2,643,738 2,509,367 2,691,307 3,816,990 
Woman's Day 4,922,570 5,511,377 4,672,871 4,183,328 
Good Housekeeping 2,818,200 2,646,823 2,958,007 2,811,113 
McCall's 2,820,576 2,934,759 2,659,805 3,210,722 
Woman's Home Companion 3,698,140 2,765,580 3,290,297 2,784,986 


revenue—year after year. 


In other words—to show this gain, LIFE beat its own record 


—the most spectacular in the field. 


1951 


ADVERTISING PAGES—FOOD AND FOOD PRODUCTS 
Record of the present top 10 magazines, 1951 through 1954 


1952 1953 1954 
LIFE if 495 | 524 | 608 | 720 
Ladies’ Home Journal 298 239 229 262 
Family Circle 429 447 414 381 
Saturday Evening Post 288 254 244 232 
Better Homes & Gardens 251 225 260 220 
Look 189 159 159 195 
Woman's Day 404 408 343 303 
Good Housekeeping 280 247 248 235 
McCall's 198 182 151 169 


Woman's Home Companion 


Source: Publisher's Information Bureau 
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In BALTIMORE, Maryland 

The News-Post published over 500 pages of re- 
tail grocery advertising in 1954—1,139,207 lines. 
Supermarkets know the pulling power of news- 


papers—and spend their money where/it pays 
off best. we 


In BATON ROUGE, Louisiana 


State-Times & Morning Advocate remain year 
after year predominant, almost exclusive, ad- 
vertising media of chains, associations, inde- 
pendent supers, who use in excess of 20,000 
lines weekly—to spur mass grocery buying. 


In BEAUMONT, Texas | : 


Super stores publish in the Beaumont news- 
papers from one to two pages every weekend 
as well as smaller advertisements every week- 
day. Supers want complete coverage and get 
it in the Beaumont newspapers with morning 
and evening repetition. 


In BECKLEY, West Virginia 


The supers go to the consumers through full- 
and double-page advertisements in the Beckley 
Post-Herald and Raleigh Register; and the con- 
sumers go to the supers and come home loaded 
with brand-name products. 


In APPLETON, Wisconsin 


Nearly 75% of the grocery business in the 
multiple market of Appleton-Neenah-Menasha 
is done by the supermarkets (reports 1954 Post- 
Crescent Consumer Buying Habit Study), and 
all concentrate their advertising in The Post- 
Crescent. 


In AUSTIN, Texas 

Supers GO to town when they GO in The Austin 
American-Statesman, and they GO to an aver- 
age tune of 29,624 lines per week, or 1,540,448 
lines per year. 


In BILOXI-GULFPORT, Mississippi 

On the Mississippi Gulf Coast, it’s the Bilozxi- 
Gulfport Daily Herald that carries the retail 
grocer’s message to the people. An average of 
eight full pages weekly plus many smaller ad- 


vertisements help make this one of Mississippi’s 
largest food markets. 


In CHICAGO, Illinois 

The “supers” go to the Daily News for their best 
sales results .. . to the tune of approximately 18 
pages a week. The Daily News is the accepted 
food-buying directory for Chicago-area families. 


In CINCINNATI, Ohio 


Supers put their largest share of advertising 
dollars where they know they'll get results... 
in daily newspapers. And month after month 
they place an increasingly large share in the 
Cincinnati Enquirer. 


In COLORADO SPRINGS, Colorado 


Nectarines were 15¢ each in Colorado Springs 
in mid-July, and 39¢ Ib. on August 5. That’s the 
kind of news women look for in the five pages 
of supermarket advertising weekly in the morn- 
ing Free Press. 


In DALLAS, Texas 


Women in the Dallas Market make their shop- 
ping lists from more than 20 pages of grocery 
product advertising a week in The Dallas Morn- 
ing News. Their buying is influenced by recipes, 
tested in The Dallas News Kitchen, published 
every day. 


In DETROIT, Michigan 


The Detroit Free Press proves that newspaper 
food pages attract, interest and persuade the 
housewife! During the first seven months of 
1955 Detroit’s five biggest food chains ordered 
a 60% increase in their linage in the friendly 
Free Press. 


In ELGIN, Illinois 


Year after year, chain and independent supers 
of Elginarea depend on nearly a million lines 
of display advertising to keep ’em coming in the 
teeming marketplace served by the Elgin Daily 
Courier-News. 


In FORT SMITH, Arkansas 


Southwest-Times Record—Fort Smith’s biggest 
supermarket salesman! 14 pages weekly super- 
market advertising, 728 pages supermarket ads 
in 1954! Southwest-Times Record is the South- 
west’s “hottest” salesman, over 2-million lines 
food advertising in ’54. 


In GRAND FORKS, North Dakota 
Leading grocers advertise consistently in The 
Grand Forks Herald, because it reaches virtu- 
ally 100% of their customers, helps them 
command a good share of the $6,743,965 total 
annual food sales. 


In GRAND JUNCTION, Colorado 


Supers feed on inches. One 25-foot City market 
in 1932 running 20 column inches weekly in the 
Grand Junction Sentinel now has seven super- 
markets in western Colorado, using 1,176 news- 
paper inches weekly. 


In GREENSBORO, North Carolina 

Food-day issues of the Greensboro News and 
Record will show between 15% and 17% of 
pages devoted to supers’ sales of food! No other 


medium comes within shooting distance, in 
Greensboro, N. C. 


In GREENVILLE, South Carolina 

The supers know their best medium is The 
News & Piedmont. 1,448,622 lines of local gro- 
cery advertising in 54. News-Piedmont Sunday 
food page and big weekly food review put more 
“sell” into grocery advertising. 
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In HAMMOND, Indiana 


Chain and independent supermarkets plus meet 
stores use 18 to 20 pages weekly in The Ham- 
mond Times food sections for the express pur- 
pose of inviting Calumet Region housewives to 
pre-shop their food needs. 


In HARTFORD, Connecticut 


First National Stores, A&P, Kelley Food and 
Popular Markets use the morning Courant. 
These chains spend practically all their adver- 
tising money in newspapers, because they know 
almost everybody reads newspapers every day. 


In HOUSTON, Texas 


The Chronicle, Houston’s leading newspaper, 
carried 2,720,740 lines of grocery advertising in 
1954. One of the great food papers of the nation, 
The Chronicle sells millions and millions of 
dollars of food products yearly. 


In HUNTINGTON, West Virginia 

In West Virginia’s largest city (Huntington) 
retail grocers used a monthly average of 201,990 
lines in 1954 in The Advertiser and Herald- 
Dispatch. A special grocery section with dy- 
namic editorial support is one reason. Copies 
on request. 


In KALAMAZOO, Michigan 

Last year Kalamazoo supermarkets used a total 
of 1,252,636 lines in Gazette food pages—south- 
western Michigan’s favorite cookbook. Area 
women get more help with food problems from 
the Gazette than from any other source. 


In LANCASTER, Pennsylvania 


The Lancaster New Era—Intelligencer Journal 
average over six pages of supermarket adver- 
tising weekly—over 10 pages of grocery prod- 
ucts advertising appear each week before over 
97% of families in this wealthy market. 


In LONG BEACH, California 


In this land where supermarkets are really 
super (Hiram’s, for example, 45,000 square feet, 
17 checkout stands, 1,200-car parking area) the 
Independent, Press-Telegram carry all the daily 
newspaper advertising of every one of the stores 
in the city zone. 


In LOUISVILLE, Kentucky 

Supermarkets in the metropolitan area get the 
lion’s share of $164-million food sales with 12 
pages a week in The Courier-Journal and Louis- 
ville Times—read by 98.9% of Louisville fam- 
ilies every day. 


In LOWELL, Massachusetts 


Thursday issues of the Lowell Sun are “loaded” 
with grocery and market copy. Chains and inde- 
pendents know that, in the Sun, their copy is 
“on-the-target” every inch of the way. No waste. 


in MINNEAPOLIS, Minnesota 


. . . Supermarkets regularly use up to 10 
Minneapolis Star and Tribune pages a week, 
because just one of these pages, for instance, 
tripled frozen seafood sales in as many as 150 
outlets. 


in MOLINE-ROCK ISLAND, Illinois 


Sixty individual grocers in this 100,000 city pop- 
ulation zone bought 2,568,566 lines of display 
advertising in the combined evening editions 
of Argus and Dispatch in single year (1954)— 
an average of 22 pages a week. 


In MUNCIE, Indiana 


Eight supermarkets use 15,000 to 25,000 lines of 
newspaper advertising each week, and our 
salesmen get these stores to use tie-ins of the 
many national food products advertised in the 
Star and Press. 


In NEW ORLEANS, Louisiana 


To make customers—Hill Stores, A&P, National 
Food, Schwegmann, Louisiana, Bell, Piggly 
Wiggly, Nicholson’s, Solari, U.S., Ferrara’s— 
everybody—but everybody—promotes heavily 
in The Times-Picayune New Orleans States. 


In OGDEN, Utah 


“Bringing home the bacon” is made easier in 
Ogden by grocers who place an average of seven 
pages of competitive ads in the Standard Exam- 
iner each week to tell readers of “money-saving” 
food specials. 


In PARIS, Texas 


Ten “advertising grocers” including supers reg- 
ularly use The Paris News (Now ABC) to 
SELL housewives—and average 11,388 lines of 
space weekly! Another Texas Harte-Hanks 
Newspaper used by the big supers and local 
supers to SELL. 


In PASSAIC-CLIFTON, New Jersey 


Supermarkets average 10 pages weekly, selling 
the 62,000 homemakers who read The Herald- 
News every day. Supers—like other retailers— 
know The Herald-News is the only medium that 
lives in the market, sells it every day. 


In PEORIA, Illinois 


Four supers get “super” results with one, two, 
or three full pages (each) every week in The 
Journal Star. In June, A&P and Kroger each 
used two pages three times; Buehler’s used two 
pages four times; Piggly Wiggly used two pages 
once. 


In PONTIAC, Michigan 


Supermarkets place over 1,800,000 lines of ad- 
vertising in the Press annually, one of the 
reasons why Pontiac, 173rd in population 
(76,000) ranks 106th in food sales ($38,795,000) . 
City and retail trading zone population 261,364. 


In LUBBOCK, Texas 

Only newspapers effect “READ—GRAB YOUR 
HAT—GO BUY” response! Lubbock’s news- 
paper’s The Avalanche - Journal — the only 
medium that covers the Lubbock Market 
thoroughly, without waste or fringe-area fuzz! 


In LYNN, Massachusetts 

Supermarkets instinctively choose The Daily 
Evening Item for the bulk of their linage. They 
know the Item reaches every level in this di- 
verse, highly industrialized community—home 
of two of General Electric’s largest plants. 


In MEMPHIS, Tennessee 

Popular concentration of food linage in the 
Thursday afternoon Press-Scimitar and “Food 
and Home” section of the Friday morning 
Commercial Appeal has telling influence on 
heavy weekend family buying in this important 
grocery market. 


In RALEIGH, North Carolina 


Super-salesmaker for the supers as well as small 
independents is the Raleigh News and Observer- 
Raleigh Times. New, low optional unit rates 
offer complete coverage of this big, busy mar- 
ket. M&E—137,569. E&S—147,615. 


In ROANOKE, Virginia 


The supers are rapidly adding new locations 
throughout the city zone. To sell this growing 
market, they average four and a half pages 
weekly in each The Roanoke Times and The 
Roanoke World-News. 


In ROCHESTER, New York 


Food markets in Rochester and nearby major 
shopping centers use 200 columns weekly in 
the Times-Union and Democrat and Chronicle 
— sales. Annual volume—about $158,- 


In ST. JOSEPH, Missouri 


Supermarkets alone average over nine pages a 
week in the St. Joseph News-Press & Gazette. 
A total of over 1,750,000 lines of food and 
grocery advertising carried annually, The pur- 
veyors of food know Food Buyers Read News- 


Be seis 


in ST. PAUL, Minnesota 


The Dispatch-Pioneer Press is the “super” sales- 
man that annually puts $100-million in grocers’ 
tills . . . with nearly two-million lines of ad- 
vertising! The ONE medium that'll put your 
brand on the consumer’s mind is NEWSPAPER. 


In SAN BERNARDINO, California 


A typical week in the San Bernardino Sun- 
Telegram—the one beginning August 7: Super- 
markets inserted 56,826 lines of advertising or 
24-1/6 pages of special items that clicked with 
consumers! 


In SAN JOSE, California 

A steady diet of recipes and food tips helps 
answer why food sales total $98-million (SM) — 
and also why food stores use a healthy 2,978,065 
lines to tell their story in the Mercury and News! 
It’s good eatin’ an’ good readin’, too! 


In SANTA ROSA, California 


“What's your food day?” is a broad question at 
the Santa Rosa Press Democrat. Supers use 
Tuesday, Wednesday and Thursday, total an 
average of 11 full pages weekly. Food shoppers 
of three California counties respond. 


In SHREVEPORT, Louisiana 


There’s a reason: Supermarkets advertising in 
The Times and Journal sell over 65% of Shreve- 
port’s retail grocery volume. They concentrate 
the lion’s share of their advertising dollar in 
Shreveport’s newspapers. 


in SOUTH BEND, Indiana 


Tribune advertising sells groceries. That’s why 
last June South Bend’s retail grocers increased 
their advertising 94.7% over June 1954 record- 
ing the largest gain of any of the 118 markets 
measured by Media Records. Complete food 
section every Thursday. 


In WASHINGTON, D. C. 


Supermarkets and other retail grocery adver- 
tisers gave The Washington Post and Times 
Herald 1,081,558 lines of grocery advertising 
during the first half of 1955—a gain of 207,177 
lines over the first half of 1954. 


In WATERLOO, lowa 


The hottest food market in Iowa! and all food 
stores go after the business through the columns 
of the Courier. One supermarket uses a double- 


truck each week; six others use page units, and 
many, smaller ads. 


because NEWSPAPERS pay off at the register 


In WAUKEGAN, Illinois 

Saving pennies to Waukegan area housewives 
means shopping the five pages of supermarket 
ads in each Thursday’s Waukegan News-Sun, 
the paper whose dominant coverage and local 


impact make it a must for supermarket promo- 
tion. 


In WESTCHESTER COUNTY, New York 
Supermarkets are big business in Westchester 
averaging FIFTY-ONE pages weekly last year 
in the newspapers that annually carry the most 
retail food linage in the entire N.Y. metropolitan 
area—The Westchester Group Newspapers. 


In WICHITA, Kansas 

Six months 1955 the Eagle carried 1,765,786 lines 
of retail food advertising: Average 28 pages 
weekly, supported by thousands of inches of 
food news. If it’s the housewife you want to 


reach, the Eagle full-color Food Section can 
deliver. 
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Frank M. Boucher, Washington ger, with headquarters in New 
manager of TV Guide, has been| York, effective Oct. 1. TV Guide 
‘also has appointed managers of 
‘three new editions: James H. 
Clarke, formerly with WKY-TYV, 
Oklahoma City, for the Oklahoma 
edition; James B. Delehanty Jr., 
s from the Boston ad staff to mana- 

|r ger of the new Georgia edition, 
LOS ELES “HALLIBURTON BLDG. and Thomas B. Westing, previous- 

WN NCISCO CENT ly with Triangle Publications Inc., 
va Tiago A ehh te ito manager of the Gulf Coast edi- 
_ tion. 


SIMPSON-REILLY, LTD. 


Century Brewing Corp., Norfolk, 
brewer of Regent beer, and Me- 
tropolis Brewery, Trenton, N.J., 
brewer of Champale malt liquor, 
Pilser’s Original, Old Dutch and 
Horton beers, have moved their 
advertising accounts from Norman 
D. Waters & Associates, New York, 
to Dowd, Redfield & Johnstone, 
New York, and John C. Dowd Inc., 
Boston. Both breweries are con- 
trolled by Louis Hertzberg. 


Dennis Perkin, formerly mana- 
ger of the creative department of 
The Saturday Evening Post, has 
been named manager of the Post’s 
advertising promotion department. 


Olson to Bozell & Jacobs 

Robert C. Olson, formerly with 
Warwick & Legler, has joined Bo- 
zell & Jacobs, New York, as an 
assistant account executive on the 
Air Force Reserve account. 


ADVERTISEMENTS CAN COMPL 


COVER A RICH 13-COUNTY AREA 


You can now add the impact and power of four color 
advertising in selling your products or services in 
Rockford, Illinois and surrounding areas of Northern 
Illinois and Southern Wisconsin. This addition of 

the very latest in color equipment reflects the prosperity 
and growth of the Rockford Market. Industrial 

growth in Rockford has been phenomenal. Contracts 
have been let for two multi-million dollar factories. 

- Millions of do'lars are being spent on four new 
shopping centers to improve local retail outlets. Housing 
construction continues to break all records. All of this 
added to an already prosperous ¢ity means a remarkable 

~ market for your products or services. The Rockford 
Morning Star and Rockford Register-Republic 
gives superior coverage in this 13 county area. 
Write for information about your product in this 
area, today. 


¢ 131,123 ABC CITY ZONE * 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, KUIPERS 
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MRS. LUCILLE GOOLD has joined Nor- 
man Craig & Kummel, New York, 
as v.p. and plans board member. 
She formerly was v.p. of Ogilvy, 
Benson & Mather and prior to that 
was sales promotion and advertis- 
ing director of Saks Fifth Ave. 


Toledo Freezer Food 
Plans Adopt Sales, 
Advertising Code 


ToLepo, Aug. 30—Ten Toledo 
firms have adopted a Better Busi- 
ness Bureau code of standards for 
advertising and selling home 
freezer-food plans, Chester A. 
Wing, BBB manager, announced. 

Mr. Wing said that for some time 
there were relatively few such 
plans in operation in Toledo, but in 
recent weeks the number has in- 
creased substantially. 

The code covers numerous an- 
gles of food plans, such as grade 
and cuts of meats, and the use of 
such catch phrases as “no cost to 
you,” “free,” and general savings 
claims which are not explained. 


® All statements that food is being 
offered at wholesale prices, or in 
wholesale lots shall be eliminated, 
the code says, although it shall be 
proper to use the words “bulk” 
or “quantity purchases”’.at reduced 
or discount price. 

Dealers are required under 
the code to make clear to a poten- 
|tial buyer that a freezer must be 
purchased and that a complete 
itemized invoice of the transaction, 
‘including cash price of the unit, 
sales tax, delivery, warranty, serv- 
ice charges and financing ar- 
rangement shall be issued upon 
closing of a transaction. 

The code also requires that all 
meats processed for the food plan 
be properly cut, wrapped and 
auick-frozen prior to delivery to a 
customer. 


‘OAI Adjusts Top 100 
_Spenders, Adds Three 

| Outdoor Advertising Inc., New 
‘York, which compiled the “100 
leaders in outdoor in 1954” which 
appeared in AA Aug. 22, has 
“amended the list as follows: Lieb- 
‘mann Breweries’ total expendi- 
itures should have read $1,536,- 
044.44, making it the 13th largest 
‘outdoor advertiser. At the same 
time, Pabst Brewing Co.’s expendi- 
/tures have been adjusted to $1,- 
|074,991.76, making it 24th on the 
list. 


Three additional advertisers 
have been added to the list of 100 
toppers, replacing subsidiaries 


merged in the two brewers’ totals. 
They are C. Schmidt & Sons 
| ($205,229.25), Pearl Brewing Co. 
($205,797.04), and Florida’s Silver 
Springs ($204,000). They rank re- 
\spectively, 98th, 99th and 100th. 


Price School] Offers Course 


in ‘Legal & Ethical Problems’ 

The Charles Morris Price School 
of the Poor Richard Club, Phila- 
delphia, is making available a 
course in the “Legal & Ethical 
Problems of Advertising, Market- 
ing, Publishing & Broadcasting” 
during its fall term. The compre- 
hensive course will be taught by 
Morton J. Simon, Philadelphia le- 
|gal authority on advertising, 
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Advertising Age, September 5, 1955 


<> A Family Favorite For Filty Years 


HOT DOG DAVEY—The coonskin- 

capped character Al Capp created 

for Tee-Pak Inc., Chicago, goes to 

work for David Davies Packing 

Co., Columbus, O., in this ad in 
the Columbus Dispatch. 


Ohio Packer Boosts 
Hot Dog Sales with 
Tee-Pak's Davey Push 


CoLuMBws, O., Aug. 31—Hot Dog 
Davey, the coonskin-capped Ken- 
tucky kid created by Al Capp for 
Tee-Pak Inc., Chicago, has been 
selling a whole mess o’ hot dogs 
for manufacturers who have tied 
in with Tee-Pak. 

He is doing especially well for 
David Davies Packing Co. here, 
which has built a complete cam- 
paign around him. 

Tee-Pak, producer of skinless 
frankfurter casings, provided 
about 5,000 packers across the 
country with a complete advertis- 
ing-merchandising kit—including 
a refrigerated display stand, tv 
commercials, shelf talkers and 
banners, all for $4—focused on Hot 
Dog Davey (AA, June 6). 

Many of the campaigns are now 
under way, with promising results 
so far. Tee-Pak says that several 
packers have reported that wiener 
sales more than doubled when they 
put the promotion to work. One 
packer is reported as saying that 
his sales in one retail outlet went 
up 1,100%. 

Davey looks like he might be 
Li’l Abner’s nephew. He eats hot 
dogs with the same zest with which 
Li’l Abner attacks pork chops. 


@ Davies Packing decided that 
Davey was strong enough to stand 
on his own feet. So, rather than 
use him as part of the logotype in 
ads, which is generally the way 
such a trade character is used, en- 
tire ads were built around him. 

Several newspaper ads were 
created to resemble the whimsical 
Dogpatch atmosphere. In one ad, 
Davey is strutting—with a weenie 
in each hand—in front of a crude 
sign on which is written, “Hot dog 
Davey’s double treat—cheese ’n 
meat.” 

Ads ran once a week, on Thurs- 
day, in the Columbus Dispatch. On 
tv, two slides were tagged in to the 
Davies film commercial for 30 
spots weekly. 

In addition, Davies purchased 
Tee-Pak’s in-store promotion kits 
and placed them in the major 
chains and supermarkets. 

Radow Advertising Agency, Co- 
lumbus, is the agency. Joan Deck- 
man handled the art work. 


John H. Morris Joins B&B 

John H. Morris, formerly a v.p. 
of Kelly, Nason, has joined Benton 
& Bowles, New York, as a v.p. and 
account supervisor. Mr. Morris at 


one time was deputy police com- | 


missioner of New York City. 


Von's Grocery Chain to Miner 

Von’s Grocery Co., Los Angeles 
supermarket chain with 22 stores, 
has named Dan B. Miner Co., Los 
Angeles, to handle its advertising. 


KOVR to Open S. F. Studios | 

KOVR, Stockton tv station, will | 
open auxiliary studies in San 
Francisco in mid-September for 
origination of regular “live” pro-| 
grams. In addition, the station’s | 
San Francisco offices will be shift- | 
ed to the Mark Hopkins Hotel. All | 
sales and promotion-publicity ac- 
tivities will be headquartered in 
the new location. 


Be-Ge to Ryder & Ingram 

Ryder & Ingram Ltd., Oakland, 
Cal., has been appointed to handle 
national advertising for Be-Ge 
Mfg. Co., Gilroy, Cal. Be-Ge man- 
ufactures earth-moving equip- 
ment, agricultural implements and 
hydraulic controls. 


Legal Rate Rise Gets OK 

A bill to increase legal adver- 
tising rates in New Jersey news- 
papers has been 2pproved by the 
state senate and assembly. If ap- 
proved by Gov. Robert Meyner, 
the measure would permit the first 
such rate rise in 20 years. 


. 


Shelves after buying spree 


Wage a campaign in the Press-Gazette — 
get automatic merchandising help in the bid 


Green Bay trading zone. The Press-Gazette's 


own "Retail Reporter” plants your 


brand 


promotion and display ideas into store buyers’ 


minds, onto their shelves. 
Phil McClosky, Manager, General 


Advertising. 


Be Number 1 in GREEN BAY 
Buy the PRESS-GAZETTE 


Green Bay, Wisconsin 
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TALLEST TOWER 


FIRST STATION IN WEST TEXAS 


KDUB-TV for more (high income) 


-« a 


KDUB-TV 


W. D. Dub” Regers, President & Gen. Mor. 
George Collie, National Sales Manager 


mw LUBBOCK, TEXAS 


NATIONAL REPS: AVERY-KNODEL, INC. 
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WHO wants to know ? 
And you can reach him best...in TIME 


He is a man of decision . . . a man of countless More than any other magazine, TIME commands 

buying decisions: decisions for his company . . . the attention of people who do the major share of 

decisions for his family . . . decisions for his com- today’s purchasing. 

munity. They read TIME page by page not only for the 
Consequently there are many things he has to news of the world, but also for the news of industry’s 


know. And so it follows naturally that he’s a TIME products and services. That’s why it pays to be in 
regular . . . one of the 1,900,000 men of affairs who TIME with your advertising. In any event, you 
make time for TIME week after busy week. need TIME. 
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Advertise to the TIME men... 
1,900,000 strong. 
Nobody's got them like TIME. 
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GE Clock Caravan 
Ticks Off 19 Cities 
for Telechron Line 


ASHLAND, MaASs., 


Aug. 31—A 


Telechron line. A second film out- 
lines advertising and promotion 
programs, and a concluding movie, 
“America,” emphasizes the impor- 
tant role of selling to the country’s 
future. 

Entertainment, interspersed with 


Clock Caravan started across the sales training films and speeches, 
country today to present the 1955/|will comprise a comedy skit, a 
GE Telechron line to 19 cities. | ventriloquist and a dance team. 
Aimed at educating retail person-|Door prizes will be presented to 
nel as well as stimulating sales,|each person attending. 


the Caravan will be in the stores 


at the start of the peak season for | Bryant Named Baroid A.M. 


clock sales—September 


through 


Charles A. Bryant has been ap- 


December—and will include live! pointed advertising manager of the 
entertainment, film and talks by| Baroid division of National Lead 
key executives of the clock and|Co., Houston. Mr. Bryant has been 


timer department. 


Of the three movies to be pre-| Mid-Continent Supply Co., 


sented, 


assistant advertising manager of 
Fort 


one describes the new' Worth, for the past five years. 


Gerber Products Slates 
October Baby Food Drive 

Gerber Products Co., Fremont, | 
Mich., will promote heavily its 
strained baby foods during Octo- 
ber. The Gerber baby doll, a pop- 
ular premium requiring no coupon 
handling by the grocer, will again 
be featured, since, the company 
says, it has pulled more orders and 
labels than any other offer. 

Color ads in magazines, plus| 
“Ding Dong School” (NBC-TV) 


First Satellite 
TV Station Takes 


to Air in Texas 


LuFrkin, Tex., Aug. 31—The na- 
tion’s first satellite television sta- 
tion went on the air this evening 


and the “Bob Crosby Show” (CBS-| fhe satellite) KTRE-TV, re- 
TV) will back the drive. Mailings | transmits programs from Houston’s 
to the medical profession and home| NBC affiliate station, KPRC-TV, 
economists will promote the four! through a micro-wave relay which 


latest Gerber strained baby foods 
D’Arcy Advertising Co., New York 
is Gerber’s agency. 


-|runs 125 miles. 
,| About 90% 


of the Lufkin sta- 
programming will come 


tion’s 


People, 


491,000 
TV Sets 


“SEE-PAY” TELEVISION! 


(As of July 1, °55) 
* 


he Kentucky 


and Indiana, 


Reaching As Many Families in Its Kentucky 
and Indiana Area As: 


© 26 Daily Newspapers Combined! 


© 115 Weekly Newspapers Combined! 


Affiliated with NBC, ABC, DUMONT 


SPOT SALES 


Exclusive National Representatives 


© 12 Leading General Magazines Combined! 


© 16 Leading Farm Magazines Combined! 


© 14 Leading Women’s Magazines Combined! 


All Home and Fashion Magazines Combined! 


Advertising Age, September 5, 1955 


from the Houston station, said Jack 
Harris, v.p. and general manager 
of KPRC-TV and KPRC. Local live 
shows will provide the remainder 
of the Lufkin programming. 

The Lufkin station is on the air 
eight hours a day from Mondays 
through Fridays, 10 hours on Sat- 
urdays and Sundays. Approximate- 
ly 300,000 people in northeast Tex- 
as are within reach of the Channel 
9 signal. Studios and a 540-foot 
tower are northwest of the city, 
and the station operates on 26,000 
watts. 

“This is the first tv satellite of 
this nature in the country, and we 
are delighted to be instrumental in 
such an arrangement to bring ma- 
jor television service to one of our 
neighboring communities through 
this unique arrangement, approved 
by the Federal Communications 
Commission,” Mr. Harris said. 


we Richard Lewin, v.p. and general 
manager of the Forest Broadcast- 
ing Co., which operates the new 
Lufkin satellite station, said, “Ours 
is a unique arrangement, the first 
of its type in the television indus- 
try.” 

The first program Wednesday— 
which originated in the brand new 
Lufkin High School auditorium, 
celebrating simultaneously the 
opening of the new school—was a 
three-hour live telecast. KPRC- 
TV used remote control equipment 
to carry it. 

Regular telecasting starts to- 
morrow, Sept. 1. 

Local live shows originated by 
the Lufkin station include news- 
casts and weathercasts, sports 
news and a talent show: Murphy 
Martin is sales manager; Fred Hill 
is chief engineer. 

Signals from KPRC-TV tele- 
casts on Channel 2 are picked up 
off the air at Coldspring, 65 miles 
northeast of the Houston transmit- 
ter. They are relayed from the 
Coldspring micro-wave station 
about 30 miles to a relay station 
at Carmona. The Carmona station 
amplifies the signal and sends it 
to the KTRE-TV transmitter six 
miles northwest of Lufkin. 

At the transmitter, the signal is 
again amplified before being tele- 
cast on Channel 9. 


“‘Wisdom’ to Blanchard-Nichols 
Blanchard-Nichols, San Francis- 
co and Los Angeles publishers’ 
representative, has been appointed 
advertising representative for Wis- 
dom, new monthly picture maga- 
zine slated to debut in December 
(AA, July 25). The Blanchard- 
Nichols coverage will include 11 
western states and Hawaii, Alaska, 
western Canada and Mexico. 


IN TWO SHORT YEARS 


more than 35,000 leading vegetable and 
potato growers subscribed and paid for 
AMERICAN VEGETABLE GROWER. Such pref- 
erence of a large majority of the largest 
growers Clearly establishes AMERICAN VEG- 
ETABLE GROWER as the favorite vegetable 
magazine. 


35,000 VEGETABLE GROWERS 


who monthly read AMERICAN VEGETABLE 
GROWER represent a choice agricultural 
market for advertisers. AMERICAN VEGE- 
TABLE GROWER is the only vegetable maga- 
zine whose circulation is paid and verified 
by Audit Bureau of Circulations. 
Published by 
AMERICAN FRUIT GROWER 


PUBLISHING CO. 
Willoughby, Ohio 
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pointed v.p. in charge of advertis- 
ing and public relations of Pre- 
cision Radiation Instruments Inc., 
Los Angeles, which last week 
named Weiss & Geller, Chicago, to 
handle its advertising (AA, Aug. 
29). Mr. Kaufman formerly was 
director of advertising and public 
relations of Thor Corp., Chicago. 


Wool Groups Plan 
Eight National 


Promotions in Fall 


New York, Aug. 31—Eight na- 
tional promotions, five in coopera- 
tion with other key industry 
groups, make up the fall campaign 
jointly sponsored by the Wool Bu- 
reau and Wool Inc. (representing 
the Boston and Philadelphia wool 
trades). Thirteen full-color spreads 
will appear in ten magazines, and 
each promotion will be backed up 
by a complete merchandising pro- 
gram prepared by the bureau and 
offered to stores across the coun- 
try. 

The men’s suit promotion will 
open in the Sept. 12 Life, with the 
theme “There’s a New Yardstick 
for the Natural Look,” tying in 
with the continuing “American 
Natural Look” theme of the Inter- 
national Assn. of Clothing Design- 
ers. 

Combined promotion of men’s 
and women’s wool sports clothes 
will be launched in the Sept. 19 
Sports Illustrated and Oct. 4 Holi- 
day. 


® Five wool jersey mills are sup- 
porting the bureau’s wool jersey 
campaign which appears in the 
September issues of Charm and 
Harper’s Bazaar. 

The fall coat program, headlined 
“Fashion hails the more elegant 
coat...in wool’s rich new Victo- 
rian Plush,” will be advertised in 
the September Vogue and Oct. 1 
issue of The New Yorker. 

Medium-priced fashions with 
special appeal for the “girl with 
the job” will be carried in the 
Sept. 22 Life. “After-five” wool 
dresses will be seen in the Novem- 
ber issues of Harper’s Bazaar and 
The New Yorker. 


Already in progress is the pro-|. 


motion on home-sewn wool skirts. 
Staged jointly with Talon, it broke 
in August issues of Seventeen and 
Look and the September Woman’s 
Home Companion, and features fall 


* skirt patterns by five pattern com- 


panies. 

The eighth promotion, a travel- 
ing fashion show developed with 
Vogue Pattern Book, stresses wool’s 
versatility and “tailor-ability” for 
home sewers and will be presented 
in about 30 stores across the coun- 
try. Not advertised nationally, it 
has received editorial coverage in 
the August Vogue. 


Hearst Omits Dividend 
Hearst Consolidated Publica- 


tions, Los Angeles, has decided to| 


omit dividend payments due Sept. 
14 on Class A stock and spend “an 
additional $1,700,000 for the mod- 
ernization of our printing facilities, 


including presses and a new pro-| 
duction building for the San An-| 


tonio Light.” 


ROBERT F. .KAUFMAN has been ap-| 


house :home 
$474,220 


house: home 
$1,175,135 


AMERICAN - 
BUILDER — 


BECAUSE 


control of the residential 
market for building mate- 
rials, equipment and serv- 
ices has changed hands. 
The lion’s share of new 
house design, plan and 
construction is now in 
the hands of those building 
professionals who have 
transformed home build- 
ing from an age-old craft 
to the modern industry 
which it now is. 


These men are the busi- 
nessmen heading up to- 
day’s contract and opera- 
tive building firms... the 
manufacturers of prefab- 
ricated houses...the archi- 
tects specializing in the 
design of builders’ houses, 
plus those residential 
architects in the style-set- 
ting custom house field... 
realty management and 
salesmen...interior deco- 
rators ... FHA-VA and 
mortgage loan officials... 
leading dealers and dis- 
tributors. 


These men are the readers 
of House & HoME. All this 


is why the fastest-moving 
magazine in the booming 
homebuilding industry is 


house: home 


the greatest influence in homebuliding: 


DESIGN . CONSTRUCTION . FINANCE . SALES . MODERNIZATION 
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Mid-America always gets news-making excitement from WMAQ’s 
NIGHT DESK program, Monday through Friday from 10:00 
to 10:30 p.m. But on August 18th, listeners really hit the jackpot. 


On that night, police were closing in on an accused cop-killer, object 
of the biggest manhunt in Chicago in two decades. NIGHT DESK 
reporter John Chancellor was right there — the only broadcaster 
who was at the scene to give listeners an exclusive description 

of the action as it developed. 


Within minutes, bulletins informed the station’s audience of the 
gunman’s capture. They were the first to know of it. And at 

10:00 p.m., WMAQ’s NIGHT DESK listeners heard Chancellor's 
on-the-spot tape-recording. 


The scoop didn’t end there. Chancellor scored his second news 
beat of the evening when his microphone caught the interrogation 


of the wounded gunman by Chicago detectives. 


VARIETY Called NIGHT DESK’s performance of August 18th 


“one of the top radio reporting jobs of this or any other year.” 


By keeping on top of events like this, as they’re happening, 
NIGHT DESK has become one of the most listened-to 
and talked-about programs in Chicago. It’s only one of the 
many reasons WMAQ is what it is — the station 


advertisers turn to for their strongest radio impact on ve i vy és y +N 
America’s second-richest market. 


RADIO IN CHICAGO 
represented by NBC Spot Sales 
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CBS-Columbia Finds 
Radios Serve as 


Supersalesmen for TV 


New York, Aug. 30—CBS-Co- 
lumbia is having a happy time add- 
ing up the results of its free-radio- 
with-a-tv-set offer, which ended 
today. 

Harry Schecter, v.p. in charge of 
sales for the set making subsidiary 
of the Columbia Broadcasting Sys- 
tem, said that initial returns indi- 
cate that sales for the summer may 
run as much as 200% above the 
norm. He characterized the pro- 
motion as having paid off “far be- 
yond anybody’s expectations.” 

On June 27 CBS-Columbia an- 
nounced that anybody who bought 
a 21” tv set in the 1,600 series 
would get a $35 clock radio free. 
In addition, purchasers were eligi- 
ble for the usual trade-in. Fea- 
tured sets were priced at $169 and 
up. 
Word of the special offer was 
spread by way of Godfrey’s “Tal- 
ent Scouts,” tv spots and co-op 
newspaper ads. There also was 
heavy point of sale promotion and 
business paper advertising, tying 
in the Arthur Godfrey salesman- 
ship angle. 


® The response was overwhelming. 
The factory ran out of clock radios 
and wired dealers that they could 
substitute a $35 portable with a 
leather carrying case if they were 
short on the clock sets. 

Columbia and its agency, Ted 
Bates & Co., hit upon this promo- 
tion as a means of counteracting 
the usual summer slump in the ap- 
pliance field. The company wanted 
to show its dealers that sales could 
be kept moving despite heat, vaca- 
tions, competition from air condi- 
tioning units, etc. 

Sets featured in the drive were 
labeled blue-tag double features. 
The blue-tag gimmick is being 
used to call attention to the sets 
advertised by Mr. Godfrey. In re- 
cent months the company has been 
alternate-week sponsor of “Talent 
Scouts,” but as of October drops 
out of that show to return as alter- 
nate backer of half of “Godfrey & 
His Friends.” 


® The radio-tv maker also will be 
a participating sponsor on three 
CBS Radio shows—“Amos ’n’ Andy 
Music Hall,” the “Bing Crosby 
Show” and the “Tennessee Ernie 


they all know the 
best place in Cleveland 
“Hotel Cleveland, sir?” 


Whether you arrive by 
Sy A (2 
\ ie } 


the friendliest place to 
stay is Hotel Cleveland, 
directly connected 

with Union Passenger 
\ Terminal . . . on Public 


car, train or plane, 


Square, convenient 

to everywhere. 

No room charge for children 
under 14 when registered 
with an adult. 


od 
Charlud 


SONNABEND OPERATED HOTELS 
Bistinguished American Landmarks 
CHICAGO: Edgewater Beach Hotel’ 
BOSTON: Hotel Somerset 


NEW YORK CITY: Ritz Tower Hotel 
CLEVELAND: Hotel Cleveland 


Show.” 

The fall drive for the new CBS 
line now being introduced also will 
include heavy spot radio and tv in 
New York, Chicago, Los Angeles, 
San Francisco, St. Louis, Boston 
and Milwaukee. Distributor-deal- 


er co-op newspaper ads will be 


used in key markets. More than 
$1,750,000 has been budgeted to 
advertise CBS radios and tele- 
vision receivers in the next four 
months. 

Company executives are staging 
regional meetings to whip up deal- 
er-distributor support for the fall- 
winter campaign. The new presi- 
dent, Henry G. Bonfig, is holding 


ences with every distributor. 


Dick Griffith, formerly with | 
Sherman & Marquette and with 
Bryan Houston Inc., has joined 
| Kenyon & Eckhardt, New York, as 
am associate account executive. 
William Feuerhake, formerly with 
Doherty, Clifford, Steers & Shen- 
field, has joined the agency as an 
art director. 


Bartell Buys Atlanta Stations 
Bartell Broadcasters Inc., Mil- 
waukee, has purchased General 


Broadcasting Co., operator of 


cert, Saas Sie. 


individual get-acquainted confer-;/WBGE and WBGE-FM, Atlanta. 


The transaction involved an 


amount in excess of $100,000. Bar- 


Kenyon & Eckhardt Names Two tell operates WOKY, Milwaukee, 


WMTV, Madison, and WAPL, Ap- 
pleton, Wis. The sale is subject to 
approval of the FCC. 


Douglas Labs to Grant 

Douglas Laboratories Corp., Mi- 
ami, maker of Coppertone sun tan 
products, has appointed Grant Ad- 
vertising, Miami, to handle its ad- 
vertising. Coppertone markets sun 
tan oil, sun tan lotion, sun tan 
cream, Coppertone aerosol spray, 
Noskote, a protective salve for lips 
and nose, and Shade sunburn pre- 


area a oa 2 Sia} 3 obs SEB cai Dee 6 - Poe ES grepe dy %, ex oP Sea eS ae: 
wee B : ae ee SEES pe pee a a 


ia 


Advertising Age, September 5, 1955 


ventive. Tally Embry Advertising 
Agency, Miami, formerly handled 
the account. 


Prudential Will Sponsor 
Football Radio Broadcasts 

Prudential Insurance Co. of 
America and Bongards Creamery 
Assn., Minneapolis, will co-sponsor 
the broadcasts of all nine Univer- 
sity of Minnesota football games 
on WCCO, Minneapolis-St. Paul, 
this season. 

Half-hour before and after the 
game shows will be sponsored by 
Twin City Federal Savings and 
Loan Assn. 


* 


CALIF. aa 
38,106 


Map shows state-by-state Wall Street Journal 
ABC circulation, March 31, 1955, the four 
areas covered by editions, and the four 
printing headquarters—starred. National cir- 


culation (including foreign) 


comprised of: Eastern Edition: 166,799; 
Midwest Edition: 113,655; Southwest Edi- 
tion: 33,238; Pacitic Coast Edition: 51,441. 
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SAN FRANCISCO 


365,133 is 


Aare 
, 


~ 


KANS. 


Everywhere 
the men who 
keep getting 
ahead... 


BY STATE, WHEREVER YOU FIND 


¢ BUSINESS YOU FIND THE WALL STREET JOURNAL 
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Davis Joins Paper Assn. 

Theodore H. Davis, formerly 
with American Forest Products 
Industries Inc., Washington, has 
been appointed secretary of the 
community relations committee 
and the press information commit- 
tee of the American Paper & Pulp 
Assn., New York. 


Shatter Boosts Thornton 

Ray Shaffer Studio Inc., Chicago, 
has appointed Gregory Thornton a 
v.p. Before joining Shaffer eight 
months ago, Mr. Thornton was art 
director of the Chicago Northside 
Newspapers and previously was 
with Whitaker Guernsey Studio. 


Ziv Films Find 
Sponsors for Latin 


American Viewers 


New York, Aug. 31—Ziv Tele- 
vision Programs has sold several 
of its tv series in foreign markets. 

In Mexico, Sears, Roebuck & Co. 
is sponsoring “Science Fiction 
Theater” in Mexico City and Mon- 
terey. Phillips of Holland has 
bought “Favorite Story” for Mon- 
terey—and Guadalajara, when that 
city’s new station opens in October. 

In Cuba, Uppman tobacco is pre- 
senting “Mr. District Attorney,” 


while Tropical beer is backing 
“Science Fiction Theater.” Both | 
shows are aired on Havana sta- | 
tions. 

National Biscuit Co. has bought 
second runs of “The Unexpected” 
for San Juan, Puerto Rico. In Ca- 
racas, Venezuela, Ziv-produced 
films and their sponsors include: 
“Cisco Kid” (Standard Brands); 
“The Unexpected” (Lucky Strike); 
“Science Fiction Theater” (Vene- 
zuela de Tobaco) and “Boston 
Blackie” (Sears, Roebuck). 

Meanwhile, back in the U.S., the 
syndicator-producer reports that 
its new “Highway Patrol” series 
already has been signed for more 


than 115 markets. Ballantine, 
Pfeiffer and Wiedemann beer and | 
Lion Oil have bought the show in 
several markets. 


Rimbach to Give Commissions 

Richard Rimbach Associates, 
Pittsburgh, manager of the Inter- 
national Automation Exposition 
and the Traveling Instruments & 
Electronics Show, has announced 
that it will pay advertising agency 
commissions on booth rental costs 
for the shows scheduled for 1956. 


Christenson Named A.M. 
Denver Dry Goods Co., local de- 
partment store, has appointed Don 


the United States. 


Getting-ahead businessmen in every state, virtually every 


county, read this unique publication. 


Thou? 


The Wall Street Journal today has the largest 
national circulation of any daily publication in 


. , h ee AW 
In board room discussions ee) or watercooler conferences, more and 


more you hear reference to The Wall Street Journal. Get on a train {jcc 


or plane =o in Portland, Me., or Portland, Ore. — some of your fellow 


as it circulates through the Eastern office or the shop on the Coast — chances are the 


boss’s copy of The Journal has a hole tas 


but the significance is universal as the man from the Southwest 


“I saw it in The Wall Street Journal.” 


in it. The drawl may be different 


- 
- 


Everywhere, the men who keep getting ahead read The Wall Street Journal. And 


—_— 


everywhere, advertisers are confirming that The Wall Street Journal brings them 


business. 


ATLANTA 3, GA. Walton Building 
BOSTON 9, MASS. 79 Milk Street 
CINCINNATI 2, OHIO Dixie Terminal 
CLEVELAND 15, OHIO 1010 Euclid Avenue 
DETROIT 26, MICH. Buhl Building 
HOUSTON 2, TEX. Commerce Building 
LOS ANGELES 14, CAL. 108 West Sixth Street 
PHILADELPHIA 3, PA. 117 S. 17th Street 
PITTSBURGH 19, PA. Koppers Building 
ST. LOUIS 1, MO. Arcade Building 
SEATTLE 1, WASH. Northern Life Tower 


Advertising Offices: 


TAMPA, FLA. 301 Tampa Theatre Bidg. 
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|L. Christenson advertising manag- 


er, succeeding Maximilian R. Kerr, 
who resigned to form his own 
agency. Mr. Christenson formerly 
was assistant advertising manager 
of Jay Thorpe, New York women’s 
specialty shop. 


Wright to Gas Pump Assn. 

Theon Wright has been appointed 
managing director of the Gasoline 
Pump Manufacturers Assn., New 
York, succeeding G. Denny Moore, 
who is retiring. Mr. Wright was 
formerly v.p. of H. A. Bruno & 
Associates, public relations counsel 
for the association, who will con- 
tinue to handle the account. 


Cose Gets 4 New Accounts 


Cose Advertising Agency, Bronx- 
ville, N.Y., has acquired four new 
accounts. They are Cadillac Opti- 
cal Corp., Compass Instrument & 
Optical Co., General Sportcraft Co. 
Ltd., all of New York, and Motrlok, 
Windsor Machine Products, Wind- 
sor, Vt. 


means 


MORE ROP 
FULL COLOR 
FOR YOU 


CLEVELAND’S 


FAVORITE 
NEWSPAPER 


Beginning in October, 

The Cleveland Press will 
be able to publish 20% more 

. pages and 167% more ROP 
full color. This means that 


eight full-color pages and 
ten two-color pages are pos- 
sible in papers up to 80 
pages, and as many as 16 
two-color pages can be run 
on days when there are more 
than 80 pages, up to 96. 
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Juneau Resigns Axelson Mig. 

Cc. B. Juneau Inc., Beverly Hills, 
Cal., has resigned the account of 
the petroleum and aircraft divi- 
sions of Axelson Mfg. Co., a divi- 
sion of U. S. Industries, effective 
Oct. 1. The agency is expected to 
announce its appointment for a 
competitive account after that 
date. 


SPAR EVERY PROMOTION 


“hot canna jrhib ores ge 
tities of 5 to 50,000, sizes from 


The PHOTOMATIC Co. 


53-59 E. illinois St. * Chicago 11, lil, 
Phone WHitehall 4- "2990 


New York, Aug. 30—Canada 
Dry Ginger Ale Inc., immediately 
after Labor Day, will introduce 
three new whisky brands and wili 
drop the three brands it has been 
marketing since the end of World 
War II. 

The three new brands are a 100 
proof Canada Dry bottled-in-bond 
|\Kentucky bourbon; an 88 proof 
straight Kentucky bourbon; and an 
| 36 proof b!end of straight whiskies. 
| All are six years old and are 
bottled by Canada Dry Distilling 
Co., Nicholsville, Ky. 

The brands to be dropped are 
F.O.B. bonded bourbon, Old Ebony, 
a straight bourbon, and Fine Arts, 
a blended whisky. 


will be launched in newspapers 
early in September in markets on 
the East and West Coasts, and na- 
tional advertising coverage is ex- 
ipected to be in full swing within 
30 days. No magazines cr outdoor 
will be used for the new brands 
this fall, AA was told, but the com- 
pany’s newspaper advertising will 
be increased considerably. 


8 While it could not be confirmed, 
Canada Dry is understood to have 
increased its 1955 advertising bud- 
get about 50% over-all. This in- 
cludes fall and holiday advertising 
for all of the imported liquors 
which the company handles, nota- 
lbly, Johnnie Walker Scotch; Pedro 


Advertising for the new brands. 


Canada Dry Introduces Three New Whiskies 
Under Its Own Brand; Drops Old Labels 


Demecq Spanish sherries and 
brandies; Powers Irish whisky and 
Strega, an Italian liqueur. These 
are in addition to Nugen’s domestic 
cordials, a Canada Dry subsidiary. 

In 1954, the company spent about 
$1,500,000 in liquor advertising. 
This included, roughly, $230,000 in 
newspapers; $400,000 in magazines, 
$418,000 in outdoor and the re- 
mainder in point of sale materials. 
All cf these classifications are ex- 
pected to be increased substantially 
during the remainder of this year. 

J. M. Mathes Inc. is the agency. 

Kingman Moore, Canada Dry 
v.p., in releasing information about 
the new brands, said that it “marks 
the first time Canada Dry has used 
the company name as a brand on 
domestic whisky.” 


® The Canada Dry trademark, he 
said, is expected to be an effective 
sales stimulant. 

The new whiskies, he said, will 
be marketed under a policy of of- 
fering consumers “a luxury prod- 
uct at an attractive price. They will 
be competitively priced to popu- 
larize the Canada Dry brand name 
in the whisky field.” 

The ccmpany entered the domes- 
tic whisky field shortly before 
World War II with O!d Ebony and 
Fine Arts. Both brands had to be 
discontinued during the war. When 
war restrictions were lifted, Can- 


,ada Dry reentered the market 


only. 


superior...step on it! 


We deliver real fine copper (and zinc) plates 
186 craftsmen see to that. 

And if you want composition, we can do 
that foo. Call SUperior 7-7070 


SUPERIOR ENGRAVING COMPAN) 


CHICAGO'S FOREMOST PHOTOENGRAVING AND OFFSET PLATEMAKING PLANT 
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THREE NEW BRANDS—Canada Dry Ginger Ale Inc. is introducing three 
new Kentucky whiskies under its own ame and trademark, and 


will drop the three brands it has 


been murketing since World Wa’ 


II, namely, F.O.B. bonded bourbon, Old Ebony straight bourbon, 


and Fine Arts blended whisky. T 


he new brands will be introduced 


with intensive newspaper advertising starting in September, and 
increasing in frequency through the holidays. Nc magazines cr 


outdoor will be used. J. M. 


with these two named brands and 
added its F.O.B. bonded bourbon 
to the line. 

Canada Dry is the second large 
importer within the past few 
weeks to come out with three new 
American whiskies. As previously 
reported (AA, Aug. 22), Park & 
Tilford Distillers Corp. also will 
introduce in September a new 
bonded bourbon (Mr. Park), a 
new straight bourbon (Mr. Til- 
ford) and, in eastern markets only, 
a new premium blend (also Mr. 
Park). P&T also is planning to 
increase its advertising budget 
50% for the coming year, 


Bayless-Kerr Has Murray: 
C&W Handles Monark Silver 


Because a line was dropped in 
teletype transmission, ADVERTISING 
Ace’s story last week on the Bi- 
cycle Institute omitted Murray 
Ohio Mfg. Co., whose agency is 
Bayless-Kerr Co., and Cunning- 
ham & Walsh, which is agency for 
Monark Silver King Inc., Chicago. 


Central Foundry to Wehner 


Central Foundry Co., Newark, 
N. J., has appointed Wehner Ad- 
vertising Agency, Newark, to han- 
dle its advertising and marketing. 
The foundry says it is the origi- 
nator of centrifugal spun cast iron 
soil pipe. 


Mathes Inc. is the agency. 


Roland Reed-Gross Krasne 
Appoints Four Executives 

Roland Reed-Gross Krasne TV 
Commercials, recently formed by 
the merger of Roland Reed Pro- 
ductions Inc. and Gross-Krasne 
Productions, has opened offices in 
Chicago and New York, and added 
a number of executives, 

Russ Raycroft, formerly v.p. in 
charge of radio and tv of Robert 
W. Orr & Associates, has been 
named v.p. in charge of the New 
York office at 521 Fifth Ave. In 
Chicago, Burton Neuberger, for- 
merly national sales manager of 
Kling Studios, has been named 
midwestern sales manager, with 


.| offices in the Hearst Bldg. He will 


be assisted by Jay Norman, for- 
merly with Kling Studios. In Hol- 
lywood, Frank P. Bibas has been 
named v.p. in charge of produc- 
tion. Mr. Bibas has been in the 
production of commercial motion 
pictures, including six years as di- 
rector of film commercials for Mc- 
Cann-Erickson. 


Tyler to ‘S. F. Chronicle’ 


Mel Tyler, formerly in the mar- 
ket research and retail advertising 
departments of the San Francisco 
Examiner, has joined the national 
advertising staff of the Chronicle 
to handle financial and industrial 
‘accounts. ~~ 


MEREDITH 2adéo aud Teleuiscon STATIONS 
affiliated with better Homes and  # and Seceasaie Farming magazines 


‘KANSAS CITY — 


SYRACUSE 


Represented by KATZ AGENCY 


INC. 


JOHN BLAIR & CO. 


Channel 6 © 
oe NBC a 


BLAIR TV, INC. 
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Automation Has Not. 
Cut Employment: 
‘American Machinist’ 


NEw York, Aug. 30—Three out 
of four of 346 metalworking..com- 
panies that have installed some 
form of automation have eithér the 
Same or a larger total work force 
now than-in pré-automation days, 
American Machinist, a McGraw- 
Hill publication, reports. 

Just over half (51%) of the 
companies surveyed reported that 
there has been no change in total 
employment since automation was 
introduced, while 26% found em- 
ployment up, with an average in- 
crease of 21%. A decrease in em- 
ployment was reported by 23% of 
reporting companies. The average 
decrease was 16%. 

“Automation was not the only 
factor influencing total employ- 
ment in these companies during 
this pericd,” the magazine notes. 
“But it is obvious that either in 
spite of automation or because of 
it, in this group of companies at 
least, there has been no significant 
change in toiai employment during 
the period since automation was 
introduced.” 


® In questioning a total of 1,574 
metalworking companies, the mag- 
azine found that 22% have in- 
stalled some form of automation. 
The percentage ranged from 53% 
in companies with more than 1,000 
employes to about 10% in com- 
panies with less than 50 employes. 

The most marked effect on em- 
ployment patterns was reported in 
the maintenance skills required. 
Of companies using automaticn, 
19% found that an_ increased 
maintenance force was necessary: 
40% found more skill was required 
of this force. About one-fourth of 
the companies found that they had 
to increase their tool room force, 
and abcut one-fifth needed to en- 
large their engineering staff. 


® The most common objective 
given for having installed automa- 
tion, the magazine reports, was to 
reduce direct-labor cost, a reason 
reported by nine out of ten of the 
companies. Eight out of ten said 
that automaticn was installed to 
increase output, and about a third 
of the companies gave as a reason 
the desire to improve product qual- 
ity. 

Machines with automatic load- 
ing and unloading are the most 
prevalent type of continuous auto- 
matic production; transfer devices 
between machines are the next 
most common device being used; 
automatic assembly machines are 
next in popularity. 

Fear of reduced employment 
inevitably arises whenever a tech- 
nique is introduced that can pro- 
duce a sudden increase in produc- 
tivity, the magazine points out. 

“Experience over the entire his- 
tory of manufacturing demon- 
strates,” it says, “that any improve- 
ment that increases productivity 
(thus reducing the labor required 
to produce a given product) in the 
long run leads to increased con- 
sumption and employment.” 


Kidder to Technical Marketing 


Nathaniel R. Kidder has been 
appointed v.p. and director of mar- 
keting operations of Technical 
Marketing Associates, Concord 
Mass., specialist in technical prod- 
uct planning and promotion. Mr. 
Kidder formerly was manager of 
the market research and sales an- 
alysis division of Jones & Lamson 
Machine Tool Co., Springfield, Vt. 


Richter to Scripps-Howard 
Armin J. Richter, formerly with 
the Detroit office of the Philadel- 
phia Inquirer, will join the general 
advertising department of the Phil- 
adelphia office of Scripps-Howard 


Newspapers on Sept. 12. 


Dietrich McEvoy 


TV SELLS RADIO—Norman Smith, ad manager of Sunshine Biscuit Co., 
and Newman McEvoy, media director, Cunningham & Walsh, watch 
the closed circuit video presentation staged by NBC Spot Sales in 
New York for radio station WMAQ, Chicago. With them is George 
Dietrich, national radio manager, NBC Spot Sales. 


‘Farmer’ Raises Rates 


The Farmer, St. Paul, will in- 
crease its advertising rates 6.25%, 
or 15¢ a line, effective Jan. 1. A: 
b&w page will cost $1,998. The 
Farmer cited “higher costs” as 
reason for the increase. 


Fehr Brewing to Shaw 

Frank Fehr Brewing Co., Louis- 
ville, has appointed John W. Shaw 
Advertising, Chicago, to handle its 
advertising. Dooley Advertising 
Agency, Louisville, formerly han- 
dled the account. 


the newspaper division of Katz 


Katz Boosts Lochridge 
W. Fiske Lochridge has been 
named assistant sales manager of 


fice, he replaces John L. Cross Jr., 
who was killed recently in an air- 
plane accident (AA, Aug. 8). A 
member of the Detroit sales staff 
since 1946, Arthur J. Underwood 

Jr. will take over as manager of the 
Detroit office. 


Agency, New York, national ad- 
vertising representative. Formerly 
head of the company’s Detroit of- 
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ALCOA plans $10 million expansion $3 MILLION shopping center statts 
$20 MILLION additional expansion gENDIX AVIATION -expands plant 


planned by Alcoa 
FORD MOTOR CO. picks Daven. PLAN $500,000 downtown shops 


port as sales headquarters building 
SEARS ROEBUCK $3 million store IOWA'S HIGHEST! Bank clearings 
opens up 18.8%! 


7¥ga¢x,. .. DAVENPORT NEWSPAPERS ARE . . . FIRST in Qued- 
City circulation—in Quad-City advertising lineage —in advertising lineage 
in ALL IOWA! 


‘The MORNING DEMOCRAT . The Evening DAILY TIMES 


DAVENPORT NEWSPAPERS The Sunday DEMOCRAT & TIMES 


Represented Nationally by Jonn & Kelley. Inc 
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Reader preference studies by Chemical Process Industries adver- 
tisers over their customer and prospect lists consistently rank 
these two McGraw-Hill leaders at the top... Chemical Engineering 
first whenever plant production titles are surveyed . . . Chemical 
Week first at every level of management. Among those conducted 
over the past four years, Chemical Engineering received 80% 
more production votes then any other publication . . . Chemical 
Week 114% more management mentions than the next maga- 
zine. Together these two publications bracket both buying func- 
tions in the $41 billion-a-year spending CPI. Ask your agency! 
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Houston Viewers 
Oppose Toll TV 
8 to 1, ‘Post’ Finds 


Hovston, Aug. 31—A straw vote a 


in the Houston area brought an 8-1 
vote against toll tv, the Houston 
Post reported Sunday. 

The vote was 856 to 115, out of 
1,092 questionnaires received in the 
Post’s informal poll. 

The question asked was: “Would 
you prefer a combination of tv as 
we now know it and subscription 
tv which would offer attractions 
now unavailable?” 

Voting neither yes nor no were 
121 persons, who sent in their 
comments anyway. 

Those who oppose subscription 
tv watch their sets for an average 
of 32 hours a week, the Post re- 
ported. Those who favor toll tv 
watch an average of 28 hours a 

| week. The middle group of 121 
averages 23 hours a week. 


ia 


_ ® The Post reported that those in 
favor of subscription tv generally 
are willing to pay well for it. Of 
the 74 who made an estimate, only 
| nine set a figure of less than $1, 
and 32 estimated $2.50 to $10. 

These pro-toll viewers want most 
| to see first-run movies, their ques- 
s tionnaires indicated. Next came 
; dramatic productions, then sports, 
then opera. More than half said 
they would not be willing to pay 
for attractions now available on tv 
minus the commercials. 
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New Car Cards Posted 
| “Join your neighbors in com- 
H munity school conferences” is the 


theme of 90,000 “better schools”|of Sept. 12. The drawing will be 


QUICK DrY—According to the Lewyt 

Corp., this is actress Mamie Van 

Doren’s way of drying her finger- 
nails after a manicure. 


car cards to be posted throughout 
the country during September by 
the Advertising Council in cooper- 
ation with the transportation ad- 
vertising industry. This new phase 
of the fall campaign ends in a 
White House conference on educa- 
tion, Nov. 28-Dec. 1. Benton & 
Bowles, New York, is the agency. 


Lever Bros. to Hold $38,000 
Prize Drawing for Surf 

Lever Bros. Co. will feature Art 
Linkletter in promoting a $38,000 
prize drawing for Surf this fall. 
Linkletter will introduce the draw- 


ing on his “House Party” radio and 
tv show (CBS), starting the week 
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517 SOUTH 14t 


_ INGENIOUS | 


Oniginal Design... 
Quality Manufacturing 


of AD-MOBILES, COUNTER MOTION UNITS, 
MERCHANDISE RACKS and DISPENSERS 


Tie in your other advertising efforts 
efficiently at the time and place sales are 
made. Hutcheson’s original and distinc- 


Let our experienced design staff and 
skilled production craftsmen transform 


into a distinctive, attention-attracting 
display. Designs and estimates submitted 
at no obligation. Write today! 


DECALS + POSTERS * DISPLAYS + SIGNS 


UTCHESON - 


OMAHA, NEBRASKA 


‘DISPLAYS 


. displays are proven sales 


layouts and copy suggestions 


h STREET 


™ | promoted through Oct. 21. A page : , 
»\in Life will be used, plus color|consumers will only have to sub-| Each entrant will be mailed a 10¢ 
pages in Sunday supplements and' mit their names and addresses. Surf coupon. Lever ran a similar 
ne | selected newspapers. All advertis- Prizes include three 1956 Dodge drawing last spring for Lux liquid 
| |ing will carry reproductions of Coronet Lancer V-8s, ten mink | detergent. 
4 | LAniiotter. 


Advertising Age, September 5, 1955 
To participate in the drawing,|and 500 sets of Luxite lingerie. 


Batten, Barton, Dur- 
stoles, 15 RCA Victor hi-fi consoles stine & Osborn is the agency, 


HENRY FORD 
COMPANY 
OF FORD’S 


One of the three largest in the nation, Ford’s new plant in 
Louisville is situated on a 180-acre tract on the south side of the 
city. When maximum production is attained, it will be able to turn 
out 880 cars and trucks a day and employ 4,000 skilled workers 
paying them about $21,000,000 in wages annually. In addition to 
this, local purchase of supplies for Ford’s expanded capacity will 
jump to about $3,000,000 a year. 


Gell LOUISVILLE for all iti worth! 


A Major American Market Where One Daily Newspaper Combination Reaches 99% of the People 


Che Conrier-Zournal 
THE LOUISVILLE TIMES 


382,689 Daily Combination « 


313,261 Sunday * Represented Nationally by the Branham Company 
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Weinshelbaum Named V. P. 

Edwin Weinshelbaum, an ac- 
count executive and time buyer 
with Richard I. Hirsch & Co., Chi- 
cago, has been elected a v.p. of the 
agency. 


Tuers Joins Charles Antell 
tising manager of Harriet Hubbard 


ager of Erno Lazlo Co., Elizabeth 


Harold Tuers, formerly adver-| more, as director of advertising. 


Ayer Inc. and before that ad man-| ATV Film Moves Offices 


joined Charles Antell Inc., Balti-| company’s studios at 35-01 North- 


Pond’s Names Cook A. M. 


ATV Film _ Productions Chesebrough-Pond’s Inc., 


has 


ern Blvd., Long Island City, N.Y. 


New 


Arden and Richard Hudnut, has moved its executive offices to the York, has appointed William M. 


fll TELLS WHY HIS 
[CHOSE LOUISVILLE FOR ONE 
LARGEST ASSEMBLY PLANTS 


“We are presently engaged in an extensive expansion program to supply the increased 


demand for Ford cars and trucks in America and abroad. The fact that we have invested 
many millions of dollars to enlarge our facilities in Louisville affirms our high opinion of this 


important sales area and its strategic position in the heart of the Midwest. Every time I 


visit Louisville I am newly impressed with its astonishing growth and vitality. It is a major 


industrial metropolis today with an even more promising future.” 


The world’s largest major 


appliance plant, General 


Electric Appliance Park in Louisville, is now 95 per cent 
complete. It will eventually employ over 10,000 and pay 
out to Louisville workers more than $40,000,000 a year. 
Covering 4 million square feet, the plant’s five divisions 


produce G.E. refrigerators, 


ranges, dishwashers, home 


laundry equipment and other major appliances. 


To accommodate Louisville’s grow- 
ing business needs, J. Graham Brown 
built this new 23 story office building 
which was recently purchased by the 
Commonwealth Life Insurance Company 
whose headquarters are in Louisville. The 
building provides modern, conveniently 
located office space in the downtown 
area. Other commercial and civic projects 
under construction total $30,000,000. 


ut and ed Oth 
1952 Lu 1953 


cae oa 


CONSTRUCTION ACTIVITY IN LOUISVILLE EXCEEDED 
U.S. AVERAGE BY WIDE MARGIN LAST YEAR! 


Cook Jr. advertising manager for 
the company’s 16 Pond’s cosmet- 
ic products. Mr. Cook was former- 
ly a v.p. of Vick Chemical Co., 
where he directed sales and ad- 
vertising in Canada. 


Petry Names Ledell, Asip 
George E. Ledell Jr., formerly 


‘manager of the Los Angeles sales 


office of KCCC-TV, Sacramento, 
has joined the Los Angeles tv sales 
staff of Edward Petry & Co., sta- 
tion representative. Petry also has 
appointed Bill Asip, previously an 
NBC-TV salesman, to its sales staff 
in New York. 


International Salt Boosts Sorg 


Clarence E. Sorg Jr. has been 
appointed national merchandising 
manager of International Salt Co., 
Scranton, Pa. Mr. Sorg formerly 
was assistant to the district sales 
manager in the company’s Buffalo 


office. 


THE SOUTH 
SUBSCRIBES TO 


Progressive 
Farmer 


The No. 1 
FARM 
MAGAZINE 


editorial 
linage 
advertising 
linag 


The South Subscribes to 


The Progressive Farmer 


Editorial and Advertising Offices: Birmingham, 
Raleigh, Memphis, Dallas. Advertising Offices: 
New York, Chicago, San Francisco, Los Angeles. 
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Gaynor & Co. 
Will Merge with 
Colman Prentis 


New York, Sept. 1—Gaynor & 
Co., which bills about $1,900,000, 
and Colman Prentis 
which bills $380,000, will merge 
Oct. 1. 

Paul Gaynor, president of Gay- 
nor & Co., takes over as president 
and chief executive officer of the 
new agency, to be known as Gay- 
nor Colman Prentis & Varley. 
Ronald G. K. Anson, formerly 
head of CP&V, and Leslie B. Cort, 
director of CP&V Export Ltd., will 
become v.p.s of the new company. 

The Gaynor shop brings 23 ac- 
counts to the merger, while CP&V 
comes in with 12. Gaynor & Co., 
which despite “a number of indi- 
vidual talents in the consumer field 
has become an industrial agency,” 
as Mr. Gaynor phrases it, adds a 
number of consumer accounts 
with the merger. 


a Major goal of the deal, which 
involves the New York unit of 


& Varley, | 


Colman Prentis & Varley Ltd. of 
London, “is to strengthen CP&V 
activities in the U. S. and at the 
same time permit Gaynor & Co. to 
offer its clients a more diversified 
international service.” 

The new agency has offices at 
10 E. 49th St. 


Gray & Rogers Names Two 
Gray & Rogers, Philadelphia 
agency, has appointed A. M. Bro- 
dine to its public relations and 
publicity department and Robert 
A. Lundholm to its copy depart- 
ment. Mr. Brodine formerly was a 
member of the public relations 
staff of Lago Oil & Transport Co. 
Ltd., Aruba, Netherlands West In- 
dies, subsidiary of Standard Oil 
Co. of New Jersey. Mr. Lundholm 
previously was with Power Gen- 
erators Inc., industrial consultant. 


Western Agency Names V.P.s 

Roy J. Sandberg, Fred W. Pain 
and Thomas B. Gilhooley have 
been appointed v.p.s of Western 
Advertising Agency, Chicago and 
Racine, Wis. Mr. Pain and Mr. 
Sandberg, both with the Chicago 
office, currently are director of 
media, radio and television and 
creative director, respectively. Mr. 
Gilhooley is an account executive 
in the Racine office. 
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WESTERN LARGESSE—Joe Herold, left, general manager of KBTV, Den- 

ver, was in New York recently giving away shares of oil and urani- 

um stock to time buyers and tv officials as a promotion for his 

station. Happy recipient shown here is Alfred R. Beckman, director 
of station relations for ABC-TV. 


8 of 10 Leading* 


Advertising Agencies 


(* First 10 with billings 
100 million and up in 1954) 


—use the national 1-ORDER, 1-BILL, 1-CHECK 
service of Weekly Newspaper Representatives, 
Inc. Agency media directors and space buyers 
look to WNR for accurate information on rates 
and circulation. WNR publishes the only national 
directory for weekly newspapers. WNR also re- 
lieves busy agencies of time-and-money consum- 
ing details. Space contracts, insertion orders, 
make-good orders, tear sheets, billings, checks 
and even publisher correspondence—all in strict 
compliance with agency and client instructions. 
WNR billings were up 27.3% as of July 1! 


WEEKLY NEWSPAPER 
REPRESENTATIVES, INC. 


920 Broadway, New York 10, N. Y. 
Warren Grieb, General Manager 


Philadelphia Parents 
Think TV for Kids 
Still Needs Improving 


PHILADELPHIA, Aug. 30—The 
Philadelphia board of education 
last week released a_ television 
evaluation report compiled by the 
Philadelphia Home & School Coun- 
cil, based on a study of 3,000 par- 
ents over a five-month period. 

The survey showed that even 
though tv programming for young- 
sters is improving, there is much 
left to do. Such programs as “Dis- 
neyland,” “Ding Dong School,” 
“Lassie,” “Rin Tin Tin,” “Big 
Top,” “Super Circus” and “Make 
Room for Daddy” came in for un- 
stinting praise from parents. 

Other shows, such as the God- 
frey shows, were criticized for 
off-color remarks. The parents al- 
so took strong issue with comedy 
programs “in which one member 
of a group, the father or a relative 
or a teacher, is always hopelessly 
stupid.” 


@ They also considered such pro- 
grams as “This Is Your Life” and 
“Strike It Rich” as being in ques- 
tionable taste because of invasion 
of privacy. Soap operas generally 
also got a going-over by parents, 
along with slapstick comedy (es- 


pecially where food is thrown). 

The survey finding stated that 
“an overwhelming majority of the 
reports reflected a deep concern 
of parents that television and tv 
personalities exert such tremen- 
dous influence on the behavior 
and attitudes of children.” 

Consequently, parents suggested 
that the idolatry of tv personalities 
be used to aid rather than hinder 
the building of high standards of 
human relationships and _ social 
conduct. 

Parents themselves listed “The 
Jackie Gleason Show” as tops for 
their own viewing, followed by 
“Medic,” “Toast of the Town,” 
“Disneyland,” “Voice of Firestone,” 
“George Gobel,” “I Love Lucy,” 
“U. S. Steel Hour,” “Groucho 
Marx” and “I’ve Got a Secret.” 

And 60% of the parents said 
their youngsters are reading less. 
But they’re not too sure television 
is completely to blame. 


Long Advertising Adds Two 

Annabelle Candy Co., San Fran- 
cisco, manufacturer of Annabelle 
Rocky Road and Mambo candy 
bars, has appointed Long Adver- 
tising, San Francisco, to handle its 
advertising. Newspapers, radio and 
television will be used in the fall. 
Long also has been appointed to 
handle advertising for Teasdale 
Packing Co., Mountain View, Cal., 
packer of canned beans. 


Advertising Age, September 5, 1955 


Third Exhibit of 
Advertising Art Is 
Sent Abroad by USIA 


WASHINGTON, Aug. 31—An ex- 
hibit of 121 samples of top Amer- 
ican advertising and editorial art 
and design is being sent abroad by 
the U. S. Information Agency, it 
was announced last week. The 
first showing is scheduled for Mi- 
lan, from Oct. 15 to Nov. 15. 

The original drawings and 
mounted proofs that comprise this 
show were lent to the information 
agency by the Art Directors Club 
of New York. They were selected 
from the club’s 34th annual exhibi- 
tion, held at the Associated Amer- 
ican Artists’ Galleries in June. 

This year’s traveling display is 
the third arranged by the informa- 
tion agency. It recognizes the in- 
terest overseas in U. S. develop- 
ment of advertising art. 


ew In 1953, the art directors club 
sent selections from its 32nd an- 
nual exhibition to Lausanne. That 
showing was so popular that the 
information agency arranged for 
the exhibition to be seen also in 
London, the Hague, Milan, Rome 
and Athens. 

Last year the club’s 33rd annual 
exhibition went to Latin America, 
where the information agency put 
it on display in Buenos Aires, 
Cordoba, Montevideo and Sao 
Paulo. 


CONSOLIDATED 


SEES ANYTHING YOU WANT 
TO KNOW in English language 
newspapers, as an advertise- 
ment or a news item... We 
read practically all the daily 
and over 6000 weekly news- 
papers. We've been doing it 
quickly, professionally and inex. 
pensively since 1886. 
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Mme. Shopper Is 
Bound to Follow 
These Ad Signs 


PHILADELPHIA, Aug. 31—Roving 
and nodding signs, which consum- 
ers really follow, constitute a new 
medium available to advertisers, 
especially food products manufac- 
turers. The signs are hitched to 
grocery carts in supermarkets. 

Called Cart-Ads, the new medi- 


CART 


BEFORE THE HORS D’OEUVRES— 


s |ively promote the use of regional | 


industrial magazines by national 
advertisers. 
Charter members of AIM are 


||Chicago-Midwest Metalworker, 


Chicago; Iowa Business & Indus- 
'try, Des Moines; Kansas Business 
| Magazine, Topeka; Mid South Mill 
|& Industry, Memphis; New Eng- 
|\lander, Boston, and Pacific Fac- 
\'tory, San Francisco. Roy Fellom 
Jr., publisher of Pacific Factory, 
was elected president of the asso- 
ciation, and Russell F. Lundy, Iowa 
Business & Industry, was elected 


vertisers Monday through Friday 
vertical half pages in four colors 
on the daily comics pages. Adver- 
tisers who specify a particular day 
of the week will be charged a $350 
color premium over the b&w rate. 
Advertisers who give a leeway of 
dates in the same week will be 
charged a color premium of $250 
over b&w. 


f CAPSULE MYSTERIES 
5 MINUTE TV FILM SERIES 
@ 39 programs now available 4 
© Each program a complete story £'. 
@ Allows for 3 commercials 
@ Big cast with Glenn Langan 


Charlies Michelsen, ine. 
45 WEST 45th ST., NEW YORK 36 


FORT WAYNE PREFERRED 


INVEST YOUR ADVERTISING DOLLAR IN THIS GILT 


This photograph shows how a 
Cart-Ad is in a strategic position 


treasurer. 


EDGE MARKET AND GET A 13-COUNTY RETURN. 
HERE ARE THE GOLDEN ZONE MARKET ASSETS": 


to influence a buying decision of a 


a 


—s 


vice-president and treasurer of 
Station WHOM in New York City, 
is president of the new corporation. 

The new 4x15” roving signs fit 
onto the baskets of supermarket 
shopping carts directly in front of 
the cart handle, The result is that 
the point of sale device becomes 
virtually the last thing read by a 
customer before a purchase is 
made. 

Mr. Lang told ApvERTISING AGE 
that he has set up Cart-Ad adver- 
tising in all Penn Fruit and Food 
Fair stores in eastern Pennsylvania, 
southern New Jersey and Dela- 
ware. They account for about 25% 
of all food sales in this region. He 
has leased the right to use about 
27,000 shopping carts, but he did 
not indicate how many units have 
been sold so far. AA learned that 
about 60% are sold out as of Oct. 1, 
when contracts go into effect. 


s Supermarket Corp. also is offer- 
ing the new service to food chains 
throughout the nation; they are 
being contacted to sign contracts 
on a lease basis. 

Mr. Lang pointed out that six 
patents are pending on the features 
of the ad cards. All cards are pro- 
tected by acetate facing and are 
firmly fixed in heavy chromium- 
plated frames. 

To draw and hold maximum at- 
tention, the Cart-Ad is positioned 
just above the top of the market 
basket, at the point nearest the 
shopper. The ad is placed at a 45 
degree angle to make it visible at 
all times. 

A special feature of the frame 
is that it does not interfere with 
the shopper’s freedom of action. A 
special flexible mechanism flips 
the Cart-Ad against the inner wall 
of the basket at a slight touch or 
when a package comes into con- 
tact with it. This also helps pre- 
vent breakage. 


@ Rates for Cart-Ads are based 
upon circulation. Average cost per 
thousand runs now about 24%¢. 
Sales are based on 13-week cycles. 
With 52-week contracts, any prod- 
uct can have an exclusive in any 
chain in order to eliminate a com- 
petitive product. 

Mr. Lang explained that Cart- 
Ads offer 100% readership and 
100% immediate prospects, a guar- 
anteed circulation, unlimited color 
combinations and a virtual guar- 
antee to the advertiser that the 
food chain will keep his products 
in stock at all times. 

Supermarket Corp., not the food 
chains, are handling the ad con- 
tracts, Mr. Lang emphasized. The 
chains lease the units to the cor- 
poration. 

Mr. Lang recently sold his in- 
terest in WIBG to Paul F. Harron 
and a group of assoeiates in order 
to devote his full time to the new 
business. It is quartered in the Fi- 
nance Bldg. and also has offices 
and warehouse space in nearby 
Jenkintown, Pa. 


NBC Joins TV Bureau 

The television network of Na- 
tional Broadcasting Co. and its 
owned stations have joined the 
Television Bureau of Advertising, 
New York. 


Regional Trade Publication 
Publishers Form AIM 


Publishers of regional industrial 
publications met recently in Chi- 
cago to organize a new association, 
Associated Industrial Magazines. 
Purpose of the organization is to 
represent each other in securing 
industrial advertising and collect- 


its national color advertising rates, 
effective Sept. 1. The reduction has 
been made possible by the new 
developments in the News’ color 
printing, according to the news- 
paper. Reductions will be up to 
34% of former costs. 

Effective the same date, the 
News is making available to ad- 


Food Sales .$124,700,000 


You Get Blanket Coverage of this rich 
area with Fort Wayne Newspapers. 


FORT WAYNE NEWSPAPERS, INC., Agent 


*Sales Management 5-10-55 


i 7 Population ..... 488,500 Gen. Mdse. Sales .. . $58,078,000 

0S sim =is owned by Supermarket supermarket shopper. Miami Daily News’ Offers E.B.I. .....$799,244,000 Furn., Household, Radio. | 

me = sp. Joseph H. Lang, former v.p. Lower ROP Color Ad Rates EBL. per family ..$5,300  auscooiin’ euics’* ghee Siaione deaths 
iy, «=—-«Ot:« Station WIBG and before that The Miami Daily News lowered Retail Sales $561,067,060 Drug eta g tl **"$14.315,000 

y 


Represented by Allen-Klapp Co.—New York—Chicago—Detroit—San Francisco 


VICTOR A. SHOLIS, Director 


NEIL CLINE, Station Mgr. 


Represented Nationally by 
Righter & Parsons, 


New York, Chicago, San Francisco 
Associated with The Courier-Journal 


& The Lovisville Times 


*We ought to know 


But in Louisville... 


WHAS-TV Programming pays 


— «@ ie 


Harrington, 


BASIC CBS-TV Network 


... we're first 
with 12 of them on one antenna. 


off! 


“SMALL TALK" 
6:00—6:15 P. M. 
Monday through Friday 
(Market's only live daily 
interview show.) 


Your Sales Message Deserves 
The Impact of Programming of Character 
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‘Companion’ Adds Two | son, formerly with Retailing Daily, 
John Leckie, formerly with| have joined the Chicago sales staff 
Household, and George E. Ander-|of Woman’s Home Companion. 


) 
Le Tag, { 


a) 


Edited in Spanish by native Latin Amer- [7 ita = 
‘icans, it’s the only magazine serving 18 major 7 é&- ee 
Latin American grocery markets. Circulation of 74 

10,000 includes men who make 71% of all retail 
sales. Covers wholesale grocers, grocery sales agents, 


Write today for complete market facts! 


THE CANTERBURY PRESS 


2001 Calumet, Chicago 16, Ill. 


@ moher ay Beat—Country and Western Jamboree—Record Whirl— 

p Beat—Beverages—Radio y Articulos Electricos—Radio y 
: publications / Articulos Electricos Catalog File—Bebidos—Bebidas Annual Directory 
Publishing since 1934 —La Farmacio Moderna—Lo Tienda—Elaboraciones y Envases 


Canada Circulation 
of ‘Better Farming’ 
to ‘Country Guide’ 


WinnirPec, Sept. 1—With the an- 
nouncement Monday that The 
Country Guide has purchased the 
Canadian circulation of Better 
Farming, the Winnipeg farm pub- 
lication will tend to become a na- 
tional, rather than a regional farm 
magazine. 

U.S. circulation of Better Farm- 
ing was sold to Farm Journal earli- 
er this year. The former Curtis 
farm magazine had 94,533 Canadi- 
an circulation, according to its 
ABC statement for December, 1954, 
and this will now be consolidated 
with The Country Guide’s ABC 
circulation of 218,334 for the May 
issue of this year. 


® The Country Guide’s circulation 
has been almost entirely concen- 
trated in Canada’s western prov- 
inces of Manitoba, Saskatchewan, 


Alberta and British Columbia. In- 
tegration with the former Better 
Farming Canadian circulation will 
presumably make the Canadian 
magazine more truly dominion- 
wide in circulation. 

Largest farm circulation in Can- 
ada is that of Family Herald & 
|Weekly Star, published weekly by 
the Montreal Star. This publication 
has a circulation of approximately 
410,000. Second largest is also a 
newspaper property—the Free 
Press Weekly Prairie Farmer, pub- 
lished by the Winnipeg Free Press. 


Rochester Can to Hutchins 
Hutchins Advertising Co., Ro- 
chester, N.Y., has been appointed 
to handle advertising and sales 
promotion for Rochester Can Co., 
maker of galvanized ware, includ- 
ing pails, ash and garbage cans. 
Trade publications and direct mail 
will be used. Hutchins has appoint- 
ed Bob A. Wolf, formerly adver- 
tising manager of Gate City Sash 
& Door Co., Fort Lauderdale, an 
assistant account executive. 


*, 


bi Ser Sie Ravens & 


. 
x | +4 
is ee ae ; oa ae 


DAILY OKLAH 
_ OKLAHOMA CITY TIMES _ 


: " Ww hat’s G oin g ° n in ° kI ahom a? aa 


OKLAHOMA CITY 


GROWS AS 


HEADQUARTERS FOR 


HEADQUARTERS 


One reason why Oklahoma is building at a record 


pace (80% ahead for the first six months of the year) is 
the construction of new commercial and office buildings. 


Oklahoma City is known as a headquarters for head- 


quarters because so many commercial, 


government, trade 


and firm headquarters are located here. New multi-story 


office buildings are sprouting both 
and downtown. 


in suburban areas 


Wholesaling and distributing—along with oil, farm- 
ing, livestock, manufacturing and military establishments 
—contribute to Oklahoma's diversified economic structure 
that causes Oklahoma's continual growth. 


Your sales can grow in Oklahoma, too—when you 
advertise in Oklahoma's statewide newspapers. 


OMAN = 


Published by the Okichoma Publishing Company 
The Farmer-Stockman, WKY Radio, WKY-TY 
Represented by The Katz Agency, Inc. 
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Bank Superintendent 
Squelches Ad Plans 


Based on Rate Hikes 


New York, Aug. 30—Savings 
bank advertising is likely to be 
handicapped for a time by the re- 
|instatement by the New York State 
| superintendent of banks of the re- 
quirement that savings banks noti- 
fy him, in advance, of all regular 
or extra interest dividend pay- 
ments. 

Tnis regulation, allowed to lapse 
in October, 1953, was put into 
effect again this week. 

Last month a rash of newspaper 
ads appeared in New York news- 
papers, placed by Brooklyn sav- 
ings banks to announce higher div- 
idends, or 3% interest on deposits 
(AA, July 18). This was an in- 
crease of one-quarter to one-half 
of 1%. And it led some observers 
to believe a new trend was de- 
veloping toward more competitive 
money rates. 

This now seems to have been 
neatly nipped in the bud. Recent- 
ly, the Federal Reserve Board is- 
sued statements cautioning against 
too liberal credit extension by 
banks and finance companies. Yes- 
terday, the state superintendent of 
banks cautioned presidents of sav- 
ings banks against raising their in- 
terest rates on deposits too rapid- 

ly. 


@ The recent moves by Brooklyn 
savings banks in raising their in- 
terest rates, said the banking su- 
perintendent, George A. Mooney, 
in his letter to bank presidents, 
were “hasty and not carefully 
considered.” 

Dividend payments to deposi- 
tors, he points out, must be paid 
out of current earnings and can- 
not be paid on the basis of antic- 
ipated income. Most of the big 
Brooklyn banks are meeting this 
requirement, But bankers general- 
ly concede that Mr. Mooney’s cau- 
‘tion will forestall plans of Man- 
hattan savings banks to meet the 
higher dividends being paid by the 
Brooklyn banks. 

Consequently, the expected flur- 
ry of new banking ads, next quar- 
ter and later, is not likely to ma- 
terialize, both bankers and agency 
men told AA. 


House of Seagram 
Is Name of New 


Sales Organization 


New York, Aug. 31—The new 
sales corporation predicted for the 
affiliated Seagram, Calvert and 
Frankfort brands of liquors (AA, 
Aug. 22) will be known as the 
House of Seagram Inc., it has been i 
announced by Victor A. Fischel, ! 
president of the new sales organ- 
ization. 

Mr. Fischel also announced the 
election of three new board mem- 
bers: Herbert W. Evenson, exec. 
v.p. of Seagram-Distillers Co.; 
Tubie Resnik, exec. v.p. of Cal- 
vert Distillers Co., and Jay Gould, 
exec. v.p. of Frankfort Distillers 
Co. 

These three men will be the top 
level executives, under Mr. Fischel, 
responsible for the sales, advertis- 
‘ing, merchandising and sales pro- 
‘motion of the brands handled by 


their respective sales organizations. 


James Frye Promoted ’ 

James A. Frye has been appoint- 
ed merchandise manager of radio- ; 
‘television of Stromberg-Carlson, a 
‘division of General Dynamics Corp. 
| Until recently, Mr. Frye was man- 
,ager of the company’s radio and 
television branch in Chicago, 
| waskets was discontinued following 
the appointment of the Kelvinator 
division of American Motors Sales 
Corp., Chicago, as distributor for 
the territory previously served on 
a direct basis. 
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WIEDER MIT DER SCHNITZELBANK—Ya, 
Heileman’s has its Schnitzelbank 
too. This ad is running in three 
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midwest papers this week. It is 

adapted from a tv spot used by the 

company for the past several 
months. 


Wieners; Now Beer— 
Will ‘Schnitzelbank’ 
Sell Sauerkraut Next? 


LA Crosse, Wis., Aug. 30—Ach, 
“Schnitzelbank” seems to be be- 
coming the No. 1 song hit among 
advertisers. 

This week, Heileman Brewing 
Co., La Crosse, is asking its public 
to sing “Ist das nicht eine tempting 
stein? Ja, das ist eine tempting 
stein? Heileman’s Old Style Lager 
Beer.” The illustrated nachtmusik, 
to the tune of “Schnitzelbank,” is 
the motif of Heileman ads in three 
midwest newspapers. 

Last week AA reported that In- 
dependent Packing Co, had been 
asking St. Louis residents to sing 
“Ya [sic] das ist der best franks,” 
to the “Schnitzelbank” tune in 
ads in the St. Louis papers. 


w Heileman’s actually appears to 
have started the ball rolling with 


it takes talent... 


When Michelangelo created his 
famed sculptures, talent was re- 
vealed in every magnificent line. 
And when Eureka creates a pre- 
mium promotion, talent is reveal- 
ed in every phase of design and 
production. 50 years of experi- 
ence enable us to turn out the 
type of campaign that is truly ‘‘at 
a premium"’...stamps, coupons, 
Catalogs and collection books that 
are individual works of art! Con- 
sult us for the profitable answers 
to your premium problems! 


Visit us in Booth 8, New York 
Premium Show, Hotel Astor, 
September 12 to 15. 


CUREKA SPECIALTY PRINTING CO. 
567 Electric Street, Scranton 9, Pa. 


Dallas’ Insurance Business-- 
3rd LARGEST 


IN THE 


Southland Life 


NATION 


Insurance Company's projected 


$20,000,000 Southland Center will be Dallas’ largest 
downtown office building development, cover an 
rise 40 stories in its tallest unit. 


entire city block, 
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O* more than 700 insurance firms operating 
in Dallas, 196 are home-officed here. Eight 
home companies organized this year. Assets of 
the Dallas-based companies are reckoned at 


$1,000,000,000 — twenty-five per cent more than 


two years ago. 


Dallas’ business gets its extra bigness from 


North Texans who depend upon Dallas for the 
advantages of a metropolitan city, and who rely 
upon The Dallas News for news of their Dallas 
interests. You are assured a bigger Dallas busi- 
ness when your advertising reaches The News 
larger circulation throughout the larger, richer 


72-county Dallas Market. 


Important to Dallas’ growth, insurance com- 
panies have financed the construction of virtually 
every major office building in the city. The invest- 
ment of insurance company reserves also has been 
of tremendous import to the recent industrial 
development of Texas. Clearly, Dallas’ insurance 


business is bigger than Dallas! 


According to Consumer Markets’ Editor, Edwin 
Goldstein, the buying of non-residents affected Dallas’ 


1954 sales volume as follows: 


Store Group Dallas City Sales* 
Total Retail Sales. $980,834,000 
Food Sales... ... 159,065,000 
General Mdse..... 184,108,000 
Home Furn....... 51,543,000 
Automotive Sales. 221,410,000 
Drug Sales. . 29,599,000 
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- DALLAS’ LARGEST NEWSPAPER: More people BUY The News 
, - _ people are INFLUENCED by The News than any other North Texas Newspaper. — 


New York ©* Chicago »* 
San Francisco °* Detroit °* 


* Includes both direct and mail order sales 


CRESMER & WOODWARD, Natl. Representative 


Los Angeles 
Atlanta 


% of Dallas City Sales* 
to Non-Residents 


38.1% 
14.3% | 
61.4% 
38.4% 
35.9% 
33.4% 
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Here's What Would Interest 
This Consumer, in Auto Ads 


To the Editor: I have just read 
with interest the story in your Aug. | 
22 issue referring to the car dealer | 
who used “truthful” ad copy and 
sold out his stock. I hope the car 
makers and their agencies have 
taken note. 

The automotive industry moans 
and groans about the lack of sales- 
manship in their industry, yet, in 


eeeeeeeeeeeeoeoeeeoeeeeeeeeeeeeee 
NEW FACES oF 1955 
*“*BULLARD'S At PHABETS'' 
NEW BOOK IS AD MAN’S PERFECT TOOL 
536 12x9 loose leaf pages, 2200 type fonts, 
complete alphabets 4 to 144 pt., Lino, 
Mono, Ludlow, Foundry, photo lettering, etc. 
* Write Dept.AD for FREE booklet 


HOWARD Lo: , SYLLARD. . Inc. 


150 VARICK ‘St, NEW YORK 13 « AL 5-1770 
COCCCEOO SOE EEOC EEOETEEESEEEES 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


fact, they do their best to discour- 
age any real sales strategy. To lis- 
ten to them you would think the 
only factor in a car sale is price! 
Those of us in the advertising pro- 


'fession owe it to our automotive 


clients to help clean up this mess. 
Sure, I know a lot of copy is 
spewed out about looks, class and 
horsepower, but I for one am tired 
of seeing all these tv ads of cars 
racing up long steep mountain 
roads—what nonsense. There are 
no mountains around where I live, 
only stoplights and cops. 

The car industry needs to bone 
up on its Elmer Wheeler, who said: 
“Sell the Sizzle,” and the sizzle in 
this case is the real purposes for a 
car. When my wife and I look for 
a new car we want to know if it 
will be comfortable when we are 


touring with the kids, whether 
there is enough room in the trunk 
for our bags, if my wife can park 
it easily on the supermarket lot, 
if she will be able to open the 
trunk easily to put in the groceries, 
whether I can get a good view 
when I back up, if it will be com- 
fortable for me when I drive it 
around on my calls, if the wind- 
shield wiper will stop working 
when I accelerate, and most im- 
portant, how much is it going to 
cost me in upkeep? Need I say 
more? Sure we want a good look- 
ing car with class in our price 
range, but I want Detroit and their 
admen to know that there is at 
least one American who would be 
glad to pay an extra $50 or $100 to 
get the kind of use and service 
from a car that I need for my fam- 


Develops Merchandising Concentration 
to make the sales difference... 


ae a 


.. your best ad dollar buy to stimulate 
sales to the top buyers who do 75% of 
the gasoline service station business 
every year! 


[)evelop ps — more good prospects for new business because 


SUPER SERVICE STATION is read regularly by most oil 
jobbers, T.B.A. marketing executives and gasoline station operators 
—the men who make up your market. 


erchandising- through sound, know-how editorial 


content that consistently helps improve, expand and develop 


better station operation — the most significant asset you can gain 
to get a larger sales volume for your product. 


oncentration — exclusively to the needs and interest 


of the larger one-stop stations with convenient locations — real 
penetration to the top Yard who do 75% of the total gasoline service 


station volume. 


Get the full facts for yourself! Ask 
your SUPER SERVICE STATION 
representative to show you why it 
pays, in more ways than one, to 


“Super” advertise your line. Ask es- 
pecially for your free copy of SUPER 
SERVICE STATION'S new booklet: 
“It's a Huge Market.” 
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- Advertising Age, September 5, 1955 
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at home or away \. 


Yankee Maid 


the brand with the BAND 


x e General Outdoor ady Co 


ily and myself. I suspect many 
more feel this way, too. 
FERD ISSERMAN JR., 

Production Director, Monark | 

Films, St. Louis. 

. . e 
Proofroom Slipped; Niblets 
Is Green Giant Trademark 

To the Editor: There has come 
to our attention an article on Page 
64 of your Aug. 1 issue which is 
entitled “Green Giant Uses First 
ROP Color Ads in 50 Papers.” In 
your discussion you use the words 
“corn niblets” and “niblets.” We 
appreciate your mention of our 
newspaper advertising program, 
however you used our registered 
trademark “Niblets” in a manner 
which might indicate it is a de- 
scriptive word for whole kernel 
corn. 

We have spent’ considerable 
amounts to advertise the “Niblets” 
trademark and it is a very valuable 
asset. As you know, rights in a 
trademark may be lost if the trade- 
mark becomes the generic term for 
a product. We ask that in the fu- 
ture when discussing our products, 
you capitalize our trademarks as 
proper names. 

L. C. VOLLING, 

Treasurer, Green Giant Co., 

Le Sueur, Minn. 


Sausage Saga: Agency Says 
Coincidence Is Bologna 


To the Editor: During the sum- 
mers of 1953 and 1954, readers of 
metropolitan New York newspap- 
ers were greeted by a debonair 
salami lolling on the beach and 
peering up at them through dark 
glasses. The salami was scarcely 
playing an incognito role, however, 
because it was transparently iden- 
tified in three different places as a 


Hebrew National. 


Pic nicking? Going to the beach? 
Enjoy the best 


SALAMI 


a 


Maks your pictic treat complete with that old-fashioned flaver ! 


Comes the summer of 1955 and 
the salami is retired from its sun- 
worshiping role in favor of a bal- 
ancing act atop a wide-eyed boy. 
(See enclosed proof.) 

But a good idea never fades 
(even in the sun). And by virtue 
of one of those perennial coinci- 
dences that pursue an adman’s des- 
tiny, the sun-glassed delectable ap- 
pears once more, this time in the 
guise of a Yankee Maid frank on 
24-sheeters in the environs of Phil- 
adelphia (AA, Aug. 22). 

Coincidence? Bologna! 

HARRY PESIN, 

Copy Chief, The Rockmore 

Co., New York. 


Adds Details to Story 
on ‘True’ Liquor Survey 

To the Editor: In your lead edi- 
torial of Aug. 1, you referred tc 
the current True liquor study un- 
der the ambiguous title “It Gets 
a Little Involved.” 

While True magazine certainly 
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Advertising Age, September 5, 1955 


appreciates the opening statement} here in Canada for some 30 years|on trademark rights or uses, al- 
in this editorial, to the effect that in the form of counter pieces, dis- | though I suggested and recom- 


you “have always had a great deal 
of respect for our liquor analyses,” 
we do feel that certain minor 
points, which you seem to question 
regarding our latest liquor indus- 
try analysis, should be answered. 

In your editorial, you state: “... 
which seems to indicate that the 
alcoholic intake of the human be- 
ing is somehow fixed at some def- 
inite point.” Actually, medical 
scientists have established the fact 
that the human body can only ab- 
sorb just so much alcohol before 
a state of intoxication sets in. It is 
cbvious that the alcoholic intake of 
the human being is fixed for a par- 
ticular period of time. At the same 
time, our analyst intended to con- 
vey the fact that a person who 
drinks a cocktail could easily con- 
sume a bottle of beer with no ma- 
terial difference in his alcoholic in- 
take, so that his capacity to drink 
beer before getting intoxicated 
would be greater than his capacity 
to drink liquor. Actually, this com- 
parison has been made time and 
again for the past 20 years in cal- 
culations comparing the consump- 
tion of alcoholic beverages interna- 
tionally, in calculations attempting 
to arrive at estimated revenues 
from alcoholic beverages, and in 
numerous other respects. 

So far as the industry’s loss of 
substantial amount of sales is con- 
cerned, due to the fact that liquor 
now comes in fifths instead of in 
quarts, the point being made here 
was that many people have a liq- 
uor supply in their liquor cabinets, 
and this supply is in fifths. If the 
supply were in quarts, you would 
immediately have a larger on-shelf 
inventory in homes across the 
country, and the same applies to 
the on-shelf inventories in liquor 
stores. Aside from this, when peo- 
ple run out of liquor late at night, 
they usually don’t go out to buy 
an additional quantity, so that it is 
likely that sales are lost due to the 
fact that the fifth-size bottle is 
smaller... 

We question your contention 
that the “volume of liquid con- 
sumed in connection with alcoholic 
beverages is higher than, it has 
ever been.” The fact’is that the 
size of most bar glasses—and this 
can be confirmed by glass manu- 
facturers—has been reduced all 
along the line. Cocktail glasses are 
smaller; highball glasses are small- 
er; and shot glasses are smaller. 
Moreover, the practice of consum- 
ing drinks “on the rocks” certain- 
ly hasn’t done the mixer business 
much good. 

In any event, we just wanted to 
call your attention to the fact that 
the author of our reports very so- 
berly stated at the outset of his 
calculations: “These are all con- 
ditional mathematical calculations, 
and could easily be worked out 
differently by slight changes in 
any of the assumptions made.” In 
other words, these industry losses 
could be calculated differently, de- 
pending upon the basic assump- 
tions made. 

The fact is that most industry 
people recognize that business has 
been lost to the bootlegger; busi- 
ness has been lost to bars; and 
business has been lost to beer and 
wine. The big question is just how 
much business has been so lost, and 
this is anybody’s guess. 

JAMES B. BOYNTON, 

Director of Advertising, Faw- 

cett Publications Inc., New 

York. 


Forsyth, Canada, Is Old 
User of Ruskin Philosophy 

To the Editor: In the “What, 
They’re Saying” column on the | 
editorial page of your Aug. 15 issue, 
you comment upon the Ruskin slo- 
gan used in a mailing piece by a 
Chicago furrier. 


For the record we would like to 
state that we have used this slogan 


play cards, window backgrounds, 
trade ads, and we have also used it 
in various panel forms for our sales 
offices and retail customers’ stores, 
and down through the years this 
quotation has become so strongly 
associated with us as to almost be 
considered a trademark. 

It is interesting to note the num- 
ber of requests we get each year 
from consumer friends and the 
U.S.A. for copies of this quotation, 
and of course we are always happy 
to oblige. 

The enclosed sample piece is 
another form in which we are be- 
ginning to use this quotation, and 
we thought perhaps you would 
like to see this piece. It is being 
produced for us in Switzerland and 
the finished article will look con- 
siderably better than this test piece 
being sent to you. 

L. E. GUTPELL, 
‘ Advertising Manager, John 
Forsyth Ltd., Kitchener, Ont. 


Forsyth adds: “No one ever re- 
gretted buying quality.” 
e . 7 
Cites Example of Store's 
Community Relations 
To the Editor: The enclosed 
page ad was run in the Toledo 
Times last Friday by Lamson’s de- 
partment store in recognition of 
our spread featuring Lamson’s new 
store in seven national magazines. 
I regard it as a fine example of 
good intracommunity relations, and 


* THANK YOU 
* LIBBEY- OWENS - FORD 
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Shoppers see better 
through new 
Parallel-O-Plate glass 


ees | \\|\()\'\ 


have not heard of a similar salute 
of a manufacturer by a retailer. 
The two-page advertisement on 
Parallel-O-Plate Glass for glazing 
is one of six appearing this year 
in Nation’s Business, Architectural 
Record, Architectural Forum, The 
Saturday Evening Post, Time, 
Newsweek and Progressive Archi- 
tecture. 
FRANKLYN R. HAWKINS, 
Advertising Manager, Libbey- 
Owens-Ford Glass Co., Toledo. 


a os - 
Blessings for Baker 


To the Editor: I’m flattered by 
the attention you gave to my move 
from presidency of Kiesewetter, 
Baker, Hagedorn & Smith Inc. to 
executive staff of Donahue & Coe 
Inc. One point I wish to emphasize 
that was not clear in your write-up 
—I made the move with the full 
blessings and cooperation of my 
partners. One of the greatest grat- 
ifications of my life has been my 
association with these three won- 
derful men. 

SAMM S. BAKER, 

Donahue & Coe Inc., New 

York. 


Suggests Change in Present 
Fair Trade Laws 

To the Editor: I noted with in- 
terest the letter headed 
Trade Champion Says AA Missed 
the Point,” on Page 42 of your Aug. 
15 issue, and I would like to sug-| 
gest that you both “missed the | 
point.” 

First, fair trade regarding resale 
‘price maintenance is not based up-| 


“Fair | 


/mended this to the various state 
legislatures as early as 1925. 


maintenance, at the present time, 
are based upon contract. 

Fair trade based upon trademark 
would leave prices free and flex-| 
ible, and at the same time would 
provide an adequate control of 
prices, indirectly, by trademark | 
control. This will require an 
amendment of the present fair | 
trade laws from a basis of “con-. 
tract” to a basis of “trademark.” | 
This is the real point covering re- | 
sale price maintenance, as well as 


petition in trade. 
PAUL STRUVEN, 
President, Trade-Mark Serv- 
ice Corp., New York. 
© » . 


‘Bless You’ Misspelled 


Second, the state and federal fair | sundheit”. . . 
trade laws covering resale price other ones were wrong. 


other factors controlling fair com- | % 


| Hay Fever tissues. 
Somebody there goofed! A check 
_would have shown that Gezundheit 
'is misspelled. It should be “Ge- 


Wonder how many 


Rupotr A. STEINDLER, 
Hackensack, N. J. 


Being interested 
or just being curious 


IIIT © ne citronence between giving 
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WALK anvertisine rypocrapny 


11 E. HUBBARD, CHICAGO 11 © MOhawk 4-6134 
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Morning Democrot 


To the Editor: In your issue of 
Aug. 15 on Page 8 you carry a 
picture of a gal promoting Swanee 


YOUR BEST SALESMAN 


IN THE $443 975,000* QUAD-CITY MARKET 


FIRST in advertising lineage 


IN ALL IOWA! 
Sunday Democrat & Times 
ig Vationatty by JAN & KELLEY, INC. 


FIRST in Quad-City 
circulation 


Evening Daily Times 


*Copr. 1954 Sales Mgmt. 
Survey of Buying Power 


newspapers. 


the Tacoma 


SEATTLE 


~~” RIFFERIN 


Jack D. Harlow, Northwest representative, 
BRISTOL-MYERS PRODUCTS DIVISION 


“I SHOOT A FAST WIRE 
IF TACOMA IS LEFT OFF 
OUR ADVERTISING SCHEDULE” 


Mr. Harlow says, “Sometimes an ad schedule from our 
advertising department shows a Seattle newspaper on 
the list, with Tacoma left off. When that happens, I 
shoot a fast wire to headquarters insisting that the 
Tacoma News Tribune be included along with Seattle 


a NEW KIND of deodorant 


I know Seattle newspapers do not make 


an impression on the thousands of prosperous folks in 
area.” 


» 55.2% 


D of Washington State’s 


DRUG 
SALES 


in these two 
important markets 
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YOUR PROSPECTS 


IN THE NEW YORK AREA are now listed 
for fast, direct contact in the New GUIDE. 


if you sell Advertising Essentiais or Sales Aids 
Subscribe Now to this service. 


> Major firms and advertising agencies indexed. 
> Over 10,000 executive buyers’ names and positions. 

> Published annually with supplements. 
1956 EDITION NOW AVAILABLE. 


Write for Guest} First comprehensive 
Tickets or Exhib- and a —_ 
tor'sinformation| of its kind ever pub- 
Nivertising taser lished. In a durable 
ee: Show. bound ‘book with bi- 
monthly supplements. 

rmpittmere 1.Y.C. Limited charter sub- 
— scriptions now at $35. 


ADVERTISING TRADES INSTITUTE, Inc. 
270 Park Ave., New York 17,.N. ¥.  MUrray Hill 8-008! 


FOR SPECIAL HANDLING ADDRESS MISS A. OWEN | 


‘Herald Tribune’ 
Adds Section, Will 
Expand News Service 


New York, Aug. 30—The New 
York Herald Tribune plans a “sub- 
stantial increase” in news coverage 
and will publish a three-section 
daily, beginning Wednesday, Sept. 
7. No increase in advertising rates 
is planned. 


amusement news, television and 
radio listings and sports. 

The first section will carry gen- 
eral news, women’s fashions and 


features, editorials, and a page | 


grouping the Tribune’s leading col- 
umnists. In the second section will 
be local and suburban news, plus 
“greatly expanded coverage” of 
business, financial and commercial 
news. Classified advertising will 
continue to occupy its regular po- 
sition in Section 2. 


will be printed on light green the paper said it has effected a 


newsprint. This section will carry |™@Jor enlargement in the size of 
, its domestic, foreign, financial and 


y TRACTORES 


@ THE FARM TRADE 
@ OVER 24,000 AUDITED COVERAGE 
Write for Market & Media File 
IMPLEMENT & TRACTOR INTERNATIONAL CORP. 
OFFICES: NEW YORK + CHICAGO + CLEVELAND + KANSAS CITY * LOS ANGELES 


Tea la aes The FARM MAGAZINE for 


@ GOVERNMENT AGRICULTURAL OFFICIALS 


sports staffs. Additional news bu- 
reaus will be opened in Moscow, 
Tel-Aviv and Latin America. 
LATIN AMERICA! 
COVERS LARGE ACREAGE RANCHERS, 
PLANTERS, COMMERCIAL FARMERS 


‘Life International’ Rates Up 

Life International will increase 
its advertising rates with the issue 
of April 2, 1956. A b&w page will 
advance from $2,300 to $2,480. The 
increase, first in over four years, 
results from “increased publishing 
costs.” 


GRAPHIC ARTS BLDG. 
KANSAS CITY 5, MO. 


SES 


looking for coverage 7... 


look to wfmy-tv! 


Tee off to greater sales—greater profits—in the prosperous Piedmont 
section of North Carolina and Virginia with WFMY-TV. WFMY-TV is 
the only CBS television outlet in the Prosperous Piedmont that completely 
covers this booming 46 county market area. 

Here some 2 million potential customers for your product have $2.3 
billion to spend. Last year they spent in excess of $1.5 billion on retail 
purchases alone. 


Full 100,000 watts power, nearly six years of successful TV selling 
experience plus tops in CBS (basic) network programming add up to 
record breaking sales for your product in the Prosperous Piedmont. 


For full information call or write your H-R-P man today. 


GREENSBORO, N. C. 


Represented by 
Harrington, Righter & Parsons, Inc. 
New York — Chicago — San Francisco 


Now In Our 
Sixth Year 
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MAKING HISTORY—Beaming over their outsize production, which they 

call “The biggest magazine page ad in history,” the 8 ft. ad running 

in the Aug. 29 issue of American Machinist, are Al John, direc- 

tor of advertising, Kearney & Trecker Corp., Milwaukee, and Keith 
F. Gallimore, account executive, Klau-Van Pietersom-Dunlap. 


Kearney & Trecker 
Buys ‘Biggest’ Page 
Ad in ‘Machinist’ 

MILWAUKEE, Sept. 1—Kearney 
& Trecker Corp. used what it be- 
lieves is the largest “single page” 
magazine ad in history to trumpet 
the news of its plant expansion 
and new machine tool designs. 

The ad, appearing in the Aug. 29 
issue of American Machinist, is a 
fold-out insert measuring just over 
8 sq. ft—about the size of 16 
pages of the publication, printed 
on two sides. 

A special jig had to be devised 
by American Machinist to tip 
the giant into one of its forms. 

On one side of the mammoth 
page is an illustration of the 6,500 
sq. ft. K&T exhibit space at the 
machine tool show in Chicago next 
week. More than $600,000 worth of 
machine tools are on exhibit. On 
the other side of the page, the 
equipment is described. 


ws The ad was a last-minute idea 
of Al John, K&T director of adver- 
tising and public and employe re- 
lations, Mr. John, F. R. Jones, gen- 
eral sales manager, and Keith F. 
Gallimore, account executive of 
Klau-Van Pietersom-Dunlap, Mil- 
waukee, together planned the ad 
plus the merchandising of it. 

American Machinist’s rate on a 
color page is usually $440, Mr. 
Jehn said. The cost for the two- 
color page 32 times over was about 
$11,000, he said. Additional copies 
and reprints brought the total bill 
to about $15,000. 

In addition to the 45,000 copies 
of the magazine circulated by 
American Machinist, K&T mailed 
another 30,000 reprints to metal- 
working processors and companies 
in related industries. 


a Another 10,000 were set aside 
for distribution to visitors at the 
machine tool show and advance 
copies were sent by special wire 
to all K&T salesmen. Also, 3,000 
reprints were sent, with a letter, 
to shareholders of K&T. 

Total time, from layout to the 
printing of 80,000 copies, was only 
20 days. Dosie & Johnson Co., Mil- 
waukee lithographer, handled the 
printing. 

In addition to the show exhibit, 
the company is holding an even 
larger exhibit of aircraft machine 
tools and other special production 
tools at its new $5,000,000 special 
machinery plant in Milwaukee. 

Seven planes are on hand to 
ferry special show visitors from 
Chicago to Milwaukee. 


Indiana Studio Changes Name 
Artists Inc., Evansville, Ind., has 
changed its name to Art & Adver- 
tising Inc. to avoid duplicating 
another organization’s name. 
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L. A. Better Business 
Bureau Celebrates 
25th Anniversary 


Los ANGELEs, Aug. 30—The Bet- 
ter Business Bureau will hold a 
week-long 25th anniversary cele- 
bration Sept. 12 through 17. 
Los Angeles advertising execu- 
tives, law enforcement officials 
and business and industrial lead- 
ers will participate in a series of 
public luncheons marking the an- 
niversary. 

The week will kick off with a 
luncheon for representatives of 
city, county, state and federal law 
enforcement agencies. City Attor- 
ney Roger Arnebergh will be the 
speaker. On Tuesday, the Adver- 
tising Club of Los Angeles will 
put on a special BBB program with 
William Conine, of McCann-Erick- 
son, as a speaker. 


ws The largest meeting will be on 
Wednesday, when a membership 
dinner will be held, with Paul C. 


Increase Sales, 
Promote Goodwill 


with OAK 
PENNANT 
and FOOTBALL 


No. 715 P 


No. 
718 F 


Really effective premiums and 
giveaways for the approach- 
ing football season. Available 
in most school and college 
colors, with or without school 
name and advertising message. 
me and 
advertising 
message. 


FOR DETAILS 
AND PRICES 


a 
The OAK RUBBER Co 


220 Sycamore ¢« Ravenna, Ohio 


| ter Business Bureau and the Better 


|Greater Chicago. 
| 


ithe bureau and the council have 


;>}maker of automobile accessories 


Smith, president, Crowell-Collier 
Publishing Co., as principal speak- 
er. 
During the week more than a 
dozen of the largest service clubs 
in Los Angeles, Santa Monica, 
Glendale, Pasadena and Beverly 
Hills will devote their complete 
program to the BBB. 

Horace W. Brower, president, 
Occidental Life Insurance Co., and 
chairman of the board of BBB, 
will speak at several of these meet- 
ings. 

An extensive public service 
campaign will be supported by 
Southern California media. Ty and 
radio stations have scheduled spot 
announcements and programs ex- 
plaining the functions of the bu- 
‘reau. Editorial cooperation has 
|been promised by newspapers. 
Outdoor companies are contrib- 
uting 24-sheet posters, Display 
makers will post in-store display 
cards. Transit advertising will also 
be used. 


Chicago BBB, Home 
Furnishings Council | 


Tackle Ad Abuses 


CuIcaco, Sept. 1—Phony sales, 
exaggerated comparative prices | 
and confusing layouts in home| 
furnishings advertising are being 
tackled jointly by the Chicago Bet- 


Home Furnishings Council of 
In conjunction with the program, 


issued a booklet, “Standards of 
Practice for Advertising and Sell- 
ing of Home Furnishings.” 

The bureau reported that home 
furnishings ads in newspapers, ra- 
dio and television have given “ri- 
diculous reasons” for holding home 
furnishings promotions, many 
“Vimited only by the extent of the 
copywriter’s imagination or the 
glibness of the pitchman’s tongue.” 


ea As to comparative pricing: 
“Misuse and abuse of comparative 
prices long has been a source of 
confusion and deception. Blatant 
claims of an article’s ‘regular’ 
price being twice its selling figure 
will receive attention. Inflated list 
prices, coupled with false pre- 
ticketing, also will come in for 
investigation.” 

The advertising standards being 
used in the home furnishings pro- 
gram are taken almost verbatim 
from the “Guide for Retail Adver- 
tising and Selling,” which has 
served as the “bible” for better 
business bureaus throughout the 
country for many years. 

Robert Niehaus, who has headed 
the Chicago bureau’s commercial 
and fraud division for the past two 
years, will manage the new pro- 
gram and be the principal contact 
with the trade in the interpretation 
and application of these standards, 


Valjean to Tell ‘Top Secret’ 
in Fall Drive for Pearls 


“Top Secret for Smart Women” 
will be the theme of a campaign 
to run this fall for Valjean Pearl 
Sorp., New York producer of sim- 
ulated pearls. Copy will say that 
“the best dressed women wear 
Valjean pearls because they are 
hardly distinguishable from high 
priced creations.” 

Ads for the pearls, which retail 
at $1 and $2, will run in fashion 
magazines, newspapers and trade 
oublications. Sterling Advertising 
Agency, New York, handles the ac- 
count. 


Allen Products to Rossi 
Allen Products Corp., Detroit 


and automotive products, has ap- 
pointed Rossi & Co., Detroit, to 
handle its advertising. Howell & 


peer formerly handled the ac- 


Young Advertising, Royal Oak, 


count. 


Z 


Jarade parade parade parade parade parade parade 


How to 
reach more 
families in 
PEORIA 


POST .....0.............18.6% 


|) ne 
COLLIER’S.......10.6% 
LOOK... ww... 9.5% 


PARADE.........91.0% 


This is the picture of Parade coverage* with the 


PEORIA 


Sunday Journal -Star 


(Represented Nationally by Ward-Griffith Company, Inc.) 


It is much the same in all Parade cities of origin. 


parade 


The Sunday Picture Magazine with a minimum of 
20 percent coverage in more than 2400 Markets 


*Metropolitan County Area— Peoria & Tazewell 
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harlotte 
Observer 


announces 
the appointment of 


STORY, BROOKS 
& FINLEY, Ine. 


as National 
Advertising Representatives 


Offices in... 


New York 
Atlanta 
Los Angeles 


Philadelphia 
Cleveland 


Miami 


Chicago 


Detroit Boston 


San Francisco 


e Charla 


Foremost Newspaper of The Carolinas 
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‘Factory Management Burns Midnight Oil in 


Producing Bulletin for 


New York, Aug. 31—Factory 
Management & Maintenance’s edi- 
torial staff recently produced a 27- 
page pamphlet in a _ four-day 
around-the-clock effort to help its 
subscribers hit by flood in the 
stricken areas of six eastern states. 


the staff put together a letter-size 
pamphlet, “What to Do After the 
Flood,” and sent it to 1,500 sub- 
scribers in the area, pinpointed by 
town and city. An additional 200 
copies went to civil defense and 
disaster organizations, manufac- 
turer associations and to all sen- 
ators and governors of the area. 

A second print order of 1,000 fol- 
lowed immediately, and the job has 
been wound up with a 10,000-print 
6x9” offset reproduction. The book- 
lets contain detailed suggestions on 
how to get plants and equipment 
back into service. 

According to Factory, requests 
and congratulations are still com- 
ing into the New York offices, 
kicked off by a plea from Sen. 
Prescott Bush (R., Conn.) for 50 
extra copies and praise from Sen. 
Leverett Saltonstall (R., Mass.). 


® The magazine’s editorial staff 


Flooded Subscribers 


|pers Co., Kearny, N.J. 

| The two editors in Kansas City 
wired back three-fourths of their 
|story and wrote the rest when they 
‘returned to New York, going 42 
‘consecutive hours without sleep. 


| 


Between Aug. 22 and Aug. 25| = In New York, Managing Editor 


Lewis K. Urquhart and Assistant 


Managing Editor W. A. Stanbury 
Jr. formed a back-issues team, 
/pulling out past editorial material 
‘applicable to the situation—‘How 
to Take Care of Motors,” etc. 
Meanwhile, Associate Editor Rob- 
ert S. Rice handled editorial plant 
production. 

First and second printings of the 
booklet (the post office had been 
alerted to handle it first class) 
were stamped, “Urgent: Bulletin 
on Flood Clean-Up.” 


FLOODED BUSINESSES 
CAN BORROW MACHINES 
New York, Aug. 31—Facit Inc., 
manufacturer of Facit calculators, 
Odhner adding machines and Hal- 
da typewriters, has offered to loan 
its business machines free of 
‘charge to the Northeast’s flood- 
stricken business men. 
Facit’s president, Erik A. Ohls- 


produced the booklet following ajson, in a letter to Facit office 
Monday morning editorial confer-| equipment dealers in eight states, 
ence. Editor-in-Chief Matthew) said, “You are more familiar with 
Murphy sent Assistant Managing|the vital and urgent needs of the 
Editor W. F. Wagner and Associate people in your area. You know who 
Editor Carroll W. Boyce to Kansas the good reliable concerns and citi- 
City, Kan., where they interviewed | zens are. Many of them will be 
plant maintenance men 


companies had been hit by a flood 
four years ago. 

Associate Editor Carl Wyder was 
called back from his vacation at 
Lake George, and he and Associate 
Editor Lester R. Bittel wrote up 
their previous flood impressions 
remembered from the 1950 hurri- 
cane, when they were with Kop- 


whose | short of cash, being covered only 


| to a small extent by insurance. Yet, 
'these people need typewriters, cal- 
culators and adding machines to 
carry on. Let us try to help them 
as best we can.” 

| Prior consideration is to be giv- 
en to small retailers and industries, 
plus professional men (auditors, 
‘engineers, etc.). 


| 
| 


Flood-Hit Dailies 


Resume Publication 


HartTForD, Aug. 30—The Con- 
peypey daily newspapers knocked 
out by the Aug. 19-20 flood waters 
are gradually resuming normal op- 
erations. 

The Register, Torrington after- 
noon daily, published last Satur- 
day for the first time since flood 
waters invaded its printing press 
area. It was a 12-page issue. 

At Winsted, the Evening Citizen 
had published a one-page issue in 
a private printing plant Friday—| 
the first in a week. Staffers of the | 
afternoon sheet worked until dawn | 
Thursday, preparing copy, and in| 
an announcement expressed hope 


a few days. 

“We're digging out now, and our 
press is not as bad as was thought,” 
said the announcement. 

Dailies unable to publish in 
their own plants for one or more 
issues included the Hartford Cour- 
ant, Waterbury Republican-Amer- 
ican, Ansonia Sentinel, Bristol 
Press and Naugatuck News. 


Smokers, Drivers 
Foot Flood Damage 
Bill in Pennsylvania 


that the Citizen would be publish- | 
ing from its regular plant within | 


expected to raise $20,000,000, of 
which $12,000,000 will go for flood 
‘relief work of the state civil de- 
‘fense council and $8,000,000 into a 
special disaster fund. 


KNTV Appoints Vernor 

Vernor Advertising Agency, San 
Francisco, has been named to han- 
dle advertising, publicity and sales 
‘promotion for KNTV, new San 
Jose tv station. Initial telecast date 
(is Sept. 12. 


xX ELECTRIC HEATING 
is Coming Fast! 


Ever try it? No noise; no visible 
fuel delivery; no chimney losses 
—100% efficient! 


There are all kinds of equipment 
—‘**heat pumps,’’ wall or ceiling 
panels, baseboards, floor furnace 
types, ceiling cable, glass panet!s, 
etc. Hundreds of thousands are be- 
ing sold in the low-cost ‘‘public 

> power" areas, More important, 
utilities all over the country are 
going after Comfort Heating busi- 
ness, in the winter, to balance o 
the huge new *‘*summer 


HARRISBURG, PA., Aug. 30—Lead- 
ers of both political parties in 
the Pennsylvania legislature have | 
agreed to boost the state’s 4¢ cig-| 
aret tax to 5¢ for emergency flood 
relief purposes. 

One cent a gallon also will be | 
added to the state 5¢ gas tax. 

The new tax, now moving 
through the legislature without| 
serious opposition, will become ef-| 
fective Oct. 1. Unless re-enacted | 
it will expire May 31, 1957. | 

During the 20 months the| 
emergency levy is in effect, it is! 


loads’ created by the enormous in- 
crease in summer air conditioning 
units being connected to their 
lines. 
ELECTRIC HEAT is the only mag 
azine devoted 100% to this territic 
new business, and it reaches deal- 
) er-contractors, distributor - job- 
bers, electric utilities, and man- 
ufacturers. One utility, alone, 
bought 601 subscriptions to cover 
the contractors, builders, archi- 
tects, etc., in its market area 
Send for a reprint of ‘*Tulsa 
Pioneers Again,’’ a description of 
vw needs for winter heating load 
lance summer cooling load 


HEATING PUBLISHERS, Ine. : 
2 W. 45th St., New York 36,.N. ¥. ©| 
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Salesense in Advertising... 


What Should Be Remembered: 
the Ad or the Idea? 


By James D. Woolf 


(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 

of the western offices of J. Walter 

Thompson Co.) 

Back in 1925, Albert T. Poffenberger, 
Ph.D., a prominent psychologist, posed 
this “crucial question” in his excellent 
book, “Psychology in Advertising”: 

“Is it the advertisement or some part 
of it that is to be re- 
membered, or is it the 
idea of which the ad- 
vertisement is simply 
the vehicle that is to be 
remembered?” 

Dr. Poffenberger 
called attention to a 
Monitor page, shown 
here, as the extreme 
of an irrelevant ve- 
hicle, an advertisement 
which ran, I believe, about 50 years ago. 
Shown here also are two automobile ad- 
vertisements that were current when Dr. 
Poffenberger wrote his book, On the score 
of irrelevancy they are, in my opinion, as 
extreme as the Monitor ad, although not 
at all grotesque. 


James D. Woolf 


a Reams were written in those days on 
the question of relevancy vs. irrelevancy. 
In 1918, Dr. H. R. Laslett contributed a 
scholarly paper, “The Value of Relevancy 
in Advertisement Illustrations,” to the 
Journal of Applied Psychology. 

Laslett measured the value of relevant 
and irrelevant pictures in terms of per- 
ception and memory. He built up two 
copies of The Saturday Evening Post 
from material taken from earlier issues so 
that he would have as many strictly rele- 
vant and irrelevant pictures as possible 
in each copy. These were given to a rep- 
resentative group of persons with instruc- 
tions to look through them without read- 
ing stories. Five days later the group was 
given a recall test. In every case the rele- 
vant advertisements had three to four 
times greater memory value than the ir- 
relevant ones. The ideas of which the ad- 
vertisements were the vehicle were re- 
membered far more vividly than the 
vehicles. 


ws Laslett’s test is only one of many that 
have been made by psychologists since 
the early 1900s. It is little short of amaz- 
ing—to me, at least—that, a half-century 
later, the advertising brotherhood is still 
in a state of disagreement over Dr. Pof- 
fenberger’s “crucial question.” 

Today, as at the turn of the century, 
there exists a considerable number of 
advertisers and admen who seem to be- 
lieve it is the advertisement or some part 
of it that is to be remembered, There also 
exist many others, and I am one of them, 
who believe firmly it is the idea, of which 
the advertisement is simply the vehicle, 
that is to be remembered. 


Both of these procedures cannot, in my 
opinion, be equally good. Either the rele- 
vant approach is better than the irrele- 
vant approach, or it is not. If it is, then 
millions of dollars annually are being 
unwisely spent by misguided advertisers. 


ws The case for the relevant approach is 
well stated in a recent newsletter issued 
by Lynn Baker Inc., New York advertis- 
ing agency, as follows: 

“The trouble, we believe, is the almost 
pathological anxiety of some advertising 
men to secure a good ‘readership rating’ 
for their creations. We should like to say 
emphatically that there is no reflection 
here on the usefulness of the rating serv- 
ices. We respect them and use them, with 
due regard for their contribution to ad- 
vertising efficiency. Our criticism has to 
do with their abuse. A simple hypothetical 
example will suffice: 

“Suppose we decide to illustrate an ad 
for shaving cream with a picture of a 
gorilla standing on its head. (The head- 
line might be something like, ‘This will 
turn your head!’) It is conceivable that a 
readership rating service would find that 
50% of all male readers ‘noted’ our ad. 
But all they would note would be a pic- 
ture of a gorilla standing on its head. 
There is little or no assurance that those 
readers would get any helpful hint of a 
specific advantage of our shaving cream. 


ws “Now suppose, on the other hand, that 
our writers and artists, with due expendi- 
ture of creative blood, sweat and tears, 


came up with fresh, original ideas for a 
headline and an illustration directly re- 
lated to specific advantages of the shav- 
ing cream. The rating service might give 
us a ‘noted’ record of only 25%. But every 
one of those readers would have neces- 
sarily noted something of our claims for 
the product. Our 25% would be worth far 
more to the advertiser than the 50% who 


noticed only the up-ended gorilla.” 

Mr. Baker can be wrong. I can be 
wrong. Poffenberger and Laslett can be 
wrong. If we are, I wish somebody in 
this business would present a_ sensible 
and convincing case for the irrelevant 
approach, It is a sad commentary on our 
“profession” that there appears to be no 
agreement among the “experts.” 
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50 YEARS AGO—This Monitor advertisement ran, I believe, around the turn of the cen- 
tury. You will agree the picture is silly and irrelevant, but it isn’t much sillier than 
a great deal of modern advertising. Dr. Poffenberger wrote in 1925 that modern ad- 
vertising affords no such irrelevant illustrations. He was mistaken; in 1955, they are 
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New MarmMon STANDARD SEDAN, only $130 more than an open car 


EXTREME CASES—These Marmon and Chrysler pages ran in the February, 1925, issue of 
National Geographic Magazine. Evidently these advertisers figured that automobiles 
were low-reader-interest products like carpet tacks and soda pop. We seldom see mo- 
tor car ads of such extreme irrelevancy today, but there are still many important ad- 
vertisers who believe their products are of no interest to the consumer. 
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On the Merchandising Front... 


Manufacturer's Dealer Program 
Makes Trade-ins Profitable 


By E. B. Weiss 
Merchandising Consultant 


In those merchandise classifications in 
which the trade-in plays its role as a 
sales stimulant—and the number of cat- 
egories involved is constantly swelling— 
there eventually emerges both a need and 
an opportunity for the manufacturer to do 
something to help the retailer turn what 
is usually a trade-in loss into a profit. 

I’ve seen scores of plans developed by 
manufacturers to this end—most of them 
haphazardly done. Many were obviously 
intended merely to be a sop to somebody’s 
conscience; others, developed more as a 
publicity gag or talking point than for 
practical profit assistance to the trade. Of 
all the plans to this end that have come 
to my attention none has—in my opinion, 
of course—equalled in soundness of con- 
cept and detail of development Kelvina- 
tor’s “Verified Value” replacement pro- 


gram. 


® The Kelvinator program starts out by 
identifying for the retailer the principal 
customers for trade-ins. Kelvinator ex- 
plains that these trade-in customers are 
of five types: Newlyweds with limited 
finances, low-income families, low rental 
apartment and home cwners, institutions, 
clubs and offices and summer resort own- 
ers and residents. The trade is urged to 
focus its promotion and selling to these 
trade-in prospects. 

Kelvinator then points out that to price 
the trade-in on the basis cf the allowance 
made in taking it in is unsound; that 
allowance may have been too high; some- 
times it is too low; generally, of course, 
it is too high. When it is priced for resale 
at too high a figure, it doesn’t move, or 
moves slowly. Then money is tied up in 
trade-in inventory. Dealers are therefore 
urged to keep records which will serve 
as a sound basis for pricing trade-ins. 

In this connection, Kelvinator has found 
that few dealers have an accounting sys- 
tem that even vaguely tells them where 
they stand in the liquidation of trade-ins. 
This, in addition to being unequipped me- 
chanically to recondition trade-ins prop- 
erly for faster resale, is unquestionably 
the cause of so many poor financial state- 
ments by so many dealers. 


® Kelvinator has set up a complete sys- 
tem, as well as proper equipment, for the 
reconditioning job. And I might point 
out that, as a result, Kelvinator dealers 
are reconditioning 68% of their trade-ins 
and selling only 12% as is—whereas most 
dealers recondition only 32% and sell 
41% as is. I shculd also point out that the 
“junking” rate of Kelvinator dealers is 
lower than average. 

Most important, the program has en- 
abled Kelvinator dealers to go out ener- 
getically for trade-ins because they now 
know they can handle trade-ins profitably. 
As a consequence, for every 109 refrigera- 
tors sold, Kelvinator “Verified Value” 
dealers are taking in 85 units as trade-ins, 
whereas most dealers take in cnly 49 units. 
Thus, the Kelvinator dealer is, apparently, 
catering somewhat more effectively to the 
huge replacement market for refrigerators 
—and this is a vital point because the re- 
frigerator market is some 93% saturated. 


® But getting back to the Kelvinator 
trade-in record-keeping system for deal- 
ers—the accounting procedure, etc.—I 
think it is worth while to examine this in 
considerable detail. The system is based 
on four fairly simple operating forms 
which provide all of the required infor- 
mation for sound procedure. These forms 
are: 
1. A blue tag. This blue tag is used 


as a pickup order on the trade-in refrig- 
erator or other appliance. As an identifi- 
cation of the inventory, it is assigned an 
inventcry number at the time a new sale 
is made. 

There is room on the blue tag for the 
man who makes a delivery to get a state- 
ment from the customer as to the running 
condition of the refrigerator traded in. 

There is a place on the tag for identifi- 
cation of the refrigerator as to make, 
model and size. 

There is space provided for writing in 
the shop work order number. 

There is a space also on the tag for 
management’s written approval for the 
shop to proceed with reconditicning based 
on the shop work order outlining approxi- 
mate costs. 

The tag provides space for establishing 
the retail price to be asked when recondi- 
tioning is completed. 

The back of the tag is a warranty card 
for used appliances that have been scold 
and are in warranty. 

The back of the tag also provides room 
for posting service calls made while the 
product was in the guarantee period. 

It provides a control for excessive in- 
warrantly service on used appliances. 


® 2. The second of the four forms is a 
trade-in reccrd. This is a ledger sheet type 
of form and provides the following: 

History of trade-in transactions upon 
which current trade-in allowances can be 
based. 

A record for figuring the result of 
trade-in liquidation. 

A record for checking the age of the 
dealer’s used inventory. 

A record fcr checking the accuracy of 
trade-in allowances given by individual 
salesmen or appraisers. 

As a visual record of used warranty 
service costs. 


® 3. The third form is the shop work or- 
der. This form is designed: 

As an estimating sheet to determine the 
cost of reconditioning a traded-in appli- 
ance. 

A written order to do work as indicated 
cn the estimate. 

A billing form to the accounting de- 
partment to show the time spent by the 
service department in reconditioning this 
appliance. 

A copy of the shop work order if placed 
with the used refrigeratcr on the used sales 
floor will show to the prospect the ex- 
tent of reccnditioning performed. 


® 4. The final form of the four operating 
forms is a monthly recap of trade-in 
liquidation. This form gives a compre- 
hensive picture of how trade-in inventory 
is moving. It gives you complete profit 
or loss and vclume data. It is made each 
month on a year to date basis. The infor- 
mation for completing this monthly recap 
is obtained from the trade-in record. 

In addition to the four operating forms, 
Kelvinator also provides five sales pro- 
motion aids that work hand in hand with 
the operating forms. The first of these 
is the envelope price tag. This price tag 
is used: 

1. To show the retail price. 

2. To give the pertinent date of the re- 
frigerator to which it is attached. 

3. It contains a copy of a shop work 
order to show the extent of the recondi- 
tioning performed. 

4. It can be used to convince shoppers 
that the value represents an excellent 
buy. 

5. As an envelope for a written used 
warranty certificate. 

The second promotion form is a war- 


ranty certificate. This form sets forth in 
writing the terms and ccnditions of the 
warranty covering the used appliance 
offered for sale. 

The third promotional form is a service 
sticker that tells the purchaser where he 
may call for service should it be required. 

The fourth form is a sanitized, gummed 
label, that says that this refrigerator has 
been thoroughly cleaned and sanitized 
by approved processes. 

The final form is a used sales follow-up 
form that can be flagged in follow-up sys- 
tems to come up just before the used 
warranty expires. In this way salesmen 
can call on the people who purchase the 
used product in an attempt to sell them a 
new product. 

I went into this detail with respect to 
the Kelvinator trade-in program because, 
as our total prcgram for the ever-faster 
obsolesence of products gains momentum 
and broadens its scope (now to be stepped 
up another big notch by color and to be 
encouraged in still other fields by the re- 
cent application cf the trade-in concept to 
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sterling), it will ultimately become nec- 
essary for the manufacturer to pay more 
than lip service to the complaints by the 
trade about losses incurred in trade-ins. 


® To date, the trade-in has beyond ques- 
tion proved its great merit as a technique 
for expanding markets that otherwise 
are saturated, and to clear the way for de- 
sign obsolesense. But its net-profit per- 
formance for the trade has been another 
matter entirely: It has probably done more 
to shrink the trade’s profit than any other 
single merchandising procedure ever de- 
veloped by merchandising brains. And the 
explanation is simple. The trade-in has 
been literally dumped into the lap of a 
trade unequipped, uninformed, untrained 
in the art of profitable merchandising of 
the trade-in. 

Kelvinator has taken a sizable stride to 
put its trade on a sound basis for handling 
every aspect of the trade-in. So have a 
few other manufacturers in other fields— 
a very few. More manufacturers will find 
it competitively wise to follow suit. 


Looking at Radio and Television... 


Again, the Battle for Control 


By The Eye and Ear Man 

As the networks become more powerful 
and wrap their tentacles around the last 
holdouts against the magazine concept, 
the question is raised frequently in the 
innermost sanctums of agency manage- 
ments: “Isn’t it time that we took back 
the prceduction and control of television 
programs?” 

Many a hard-fought negotiation with 
the networks has been won in the confines 
of the agency, but lost when the negotia- 
tors took the battle to the foe. It is easy 
to say, “We’re going to show those net- 
work guys who’s running television,” 
when you have the protection of a mutual 
admiration society of your own people, 
but an entirely different matter when the 
spokesman has to go in and ask the net- 
works for a time period for his pet pro- 
gram. 

Is it, then, realistic to accept the princi- 
ple that, whether we like it or not, the 
networks have control over the programs 
and will continue to be the final judges 
in the matter of what program goes where 
and who gets the time? Easy answer—yes 
and no. 


® As the networks continue to have an 
SRO sign out on prime evening time, the 
old law of supply and demand sets in. 
The client who historically has the best 
record of staying with a network will 
get priority. So will the fellow who bids 
a little more, or can offer to support some 
marginal time. 

The nod also goes to the client whose 
relaticns with the top network executives 
are the best...to the client who can make 
the fastest decision. 

These factors are not all negative. The 
client who does get the half of a program, 
or a high rating program, or participation 
in the spectacular or whatever, does not 
have to run any great risk. He knows what 
the rating will probably be and can con- 
centrate all of his energies on using the 
program to sell merchandise. 

The magazine concept is also the only 
way that the small advertiser can continue 
to stay in television, since the rising out- 
of-pocket cost tends to drive the modest 
advertiser out of weekly or even bi-week- 


ly frequency. Even the largest of clients 
will eventually find an opportune buy in 
this kind of wheeling and dealing with 
the networks. 


ws What, then, can agencies or clients 
do to produce and control their own tv 
programs? Unfortunately, most of the ex- 
isting examples are sad. With the excep- 
tion of agency-controlled daytime shows, 
the only hardy perennials are the “Kraft 
Theater,” “Lux Theater,” and other cc- 
casional J. Walter Thompson dramatic 
shows. These shows are fairly simple to 
do, but only modest in their success. The 
control of price is inherent in them and 
they are completely flexible in the ability 
to be moved to either network. 

Another example is the package pro- 
ducticn within the agency as exemplified 
by BBDO’s “Hit Parade,” or Compton’s 
“Fireside Theater” operation. A few like 
this exist from time to time, but the trend 
seems to be away from physical produc- 
tion by the agency and into package pro- 
duction completely outside the agency 
scope. 

Another more frequently used tech- 
nique is to buy a film package from an 
independent packager, but assign a top 
agency man to supervise the operation 
gaining de facto control to a degree de- 
termined by the quality of the man as- 
signed. 


® The most disastrous example of any 
agency fighting for control, getting it, 
and then winning a Pyrrhic victory, was 
the case of Ted Bates’ control over the 
“Colgate Comedy Hour.” The ultimate 
disaster was allegedly caused by the lack 
of cooperation on the part of network and 
talent agencies which found it to their 
decided advantage to see that the show 
was not successful. 

It is probably sound to conclude that 
the best buy in televisicn is the program 
with the highest circulation and that it 
should be bought any way it can be had. 
Wherever possible, advertiser and agency 
alike should maintain maximum control 
and flexibility, 

It is also probably proper to suggest 
that agencies with clients large enough 
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Concentrate in the three markets that account for 18% of total U. S. Retail 
Sales. Then, pre-sell more than 3-of-every-5 families in these markets — 
and you have the kind of purchasing power that brings back big returns. 


That’s exactly what you get when FIRST 3 MARKETS carries | 

your sales message to the city and suburban markets of New York, Chicago and 
Philadelphia. These areas account for % of Drug sales, % of Food sales, % of 
Furniture and Appliance sales, and more than % of total U. S. Apparel sales. 


General Magazines, Syndicated Sunday Supplements, Radio and TV family coverage 
thins out in these concentrated super-sales areas. Only FIRST 3 MARKETS 

is especially geared to deliver saturating coverage in America’s three top markets. 
For advertising that sells more where more is sold, it’s FIRST 3 FIRST. 


Circulation in excess of 6 Million. 


The group with the Sunday Punch 


New York Sunday News 
Coloroto Magazine 

Chicago Sunday Tribune 
Magazine 

Philadelphia Sunday Inquirer 
“Today” Magazine 


New York 17, N. Y. News Building, 220 East 42nd Street, VAnderbilt 6-4894 * Chicago 11, Ill, Tribune Tower, SUpertor 7-0048 
San Francisco 4, Calif. 155 Montgomery Street, GArfield 1-7946 + Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 
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to afford the 52 weeks of television for an 
indefinite time—clients like soaps, foods, 
cigarets, drugs, automobiles, beer, etc.— 
exert much more energy and pressure to 
be sure that they have freedom to move 
from network to network. Some of these 
agencies have absolute supervision over 
the production of their shows, either by 
actually performing that job wherever 
possible, or by having a man supervising 
the show who is universally respected by 
the talent and crew he is supervising. 

In the agencies’ anxiety to get better 


Employe Communications... 


and bigger programs, they seem to have 
been too quick to relinquish the control of 
programs to the networks or talent agen- 
cies, despite the fact that in many in- 
stances the agencies were better equipped 
to do the job themselves. 

It is time to review the element of 
control exercised on programs supported 
by the large clients, who actually control 
about half of the prime time. The fact 
that the talent agency field is getting more 
competitive every day makes the achieve- 
ment of control more and more possible. 


‘Why Spend That Dough on Advertising?’ 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

The typical shop employe has no great 
grasp of the intricacies of modern Ameri- 
can business, and one area in which his 
grasp is weakest is in the field of adver- 
tising. He understands, but only in a loose 
and general way, that advertising makes 
it possible for him to work at his job by 
supplying a demand for the products he 
makes. What he doesn’t understand is why 
it costs so much money, and why it would 
not be a good idea to parcel out the ad- 
vertising budget in the pay envelopes. 

The people in employe communications 
have tried, not too vigorously, to correct 
the employe misconceptions about adver- 
tising. Industrial editors have published 
articles about company advertising de- 
partments, showing harassed looking in- 
dividuals slaving over copy and layouts, 
and reproductions of current ads. In few 
instances, however, is the service func- 
tion of advertising clearly described so 
that the employe reader sees a value to 
himself in the service. 


s Employes of Reynolds Metals Co. this 
month have a detailed view of how one 
phase of its advertising department works 
—the advertising distribution center, 
which handles individual inquiries, bulk 
shipments, direct mail, and the distribu- 
tion of the company’s motion pictures. 
Readers learn here that more than 1,000 
different items of literature are stocked 
in quantities ranging from dozens to many 
thousands each, and the accompanying 


photos suggest that a whale of a lot of 
work is done in the department. The ar- 
ticle implies more about the importance 
of advertising than it actually states, but 
at least the employe reader is able to 
identify himself and his job with the total 
advertising effort. The article appears in 
“Reynolds Review,” which is edited by 
Jerry Gammon, Louisville 1, Ky. 


ws In a questions-and-answers conference 
of industrial editors held recently, the 
topic of advertising department coverage 
was brought up, and responses indicated 
that there was no great kinship between 
the internal communicators and the ex- 
ternal advertisers. Back covers of em- 
ploye papers, it was disclosed, were re- 
served for such subjects as safety, ex- 
pansion of facilities, health and free en- 
terprise. Although nearly all companies 
represented at the session were buyers of 
space in magazines and newspapers, only 
about 5% utilized pages in their employe 
papers to reproduce advertising. Yet most 
surveys of employe attitude disclose a 
fairly warm interest in the end product, 
coupled with personal pride in participa- 
tion. 

All the typical employe appears to 
know about his company’s advertising is 
that “it costs a lot of dough.” Union rep- 
resentatives at the bargaining table have 
been known to refer to the freedom with 
which a company appears to throw its 
advertising money around. 

Somewhere in the communications 
guidebook there must be an answer to 
this one. Certainly the answer isn’t si- 
lence. 


Thoughts Over a Glass of Brandy-er Brandy 


That cigaret cooler than cool, I buy, 
And, ditto, the beverage drier than dry. 


But if many more settle on this sort of ad, 


Though I’m saner than sane, I’ll grow madder than mad. 


ARTHUR KRAMER, 
New York. 
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Advertising Age, September 5, 1955 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 


training.) 


as 


man sleep when the temperature gets up the 


@ new decorating idea 


the hanging 2 
planter birdcage . 


‘3 


You'll love the smart modern way of decorat a 4 
your home with living plants nestled in this eye- 
appealing birdcage. The black wrought-iron and 
copper or brass filler blends with enher contem- 
porary or traditional decor, Each planter cage 
comes assembled with hanger and screws for cay 
mounting. Birdcage, without plant, $3 


Treat yourself to on exciting 
new world of style. . . and 
comfort . . . in Eagle’s lavishly 
hand-tailored Deeptone Suits. 
Designed in Eagle's exclusive, 
original patterns that feature 
charcoal shades with undertones 
of silver . . . shots of color 
flickering on a deep, rich 
background of brown, gray or 


black. Stop in soon and strike 
A up @ first-hand acquaintance 


with these handsome 
\ flicker-tones by Eagle. 


Struck by the number of ads that 
fail to reveal certain most important 
details, I clipped this group from one 
issue of the paper one morning. I don’t 
say these are the only ones to be found 
in that issue, but of the ads I noted, here 
these are. 

1. The top ad is for “Pajamas,” says 
the headline. But the illustration looked 
as though item “1” was a long robe. The 
copy calls it a “sleep-coat.” Is it pa- 
jamas with a long coat, or just a coat? 
Item “2” in the same ad is a “Short- 
sleeve knee-length surplice.” Is that a 
pajama or just a coat? Don’t readers 
care? Or doesn’t the advertiser? Maybe 
the heading should have been “sleep- 
wear” instead of “pajamas”’—but I'll 
never know. Sorry, because I’m in the 
market for that surplice kind of thing 
if I don’t have to buy pants. I belong 
to the distinguished, discriminating 
school of sleepers who know pajama 
pants are for having at the bedside in 
case of fire. Fires are so few, a pair of 
pants lasts a long, long time. 

2. “The hanging planter birdcage” ap- 
peals to me. I read the ad, for the illus- 
tration reminded me of the attractive 
similar item hanging thickly in the 
Town and Country room at the Dinkler- 
Plaza in Atlanta. (Excellent sirloin 
steak dinner $3.50—adv.) But—no size 
is given. I don’t know whether the plant- 
er is 8 inches high or 12, or 18. It makes 
a lot of difference to a reader. I don’t 
know whether a container for the earth 


You know what Chicago's weather can be “}: 


the now-through-November pajamas . . . cool 


cotton plisse by Weldon, wash like @ handkerchief and needn't be ironed 


cause it’s so light . . . because it's absorbent cotton. We've styles to take care of every man... each 
in pale blue, mint, canary or pink. 1, Sleepeoat in B,C. D, E, $8. 2. Short-sleeve knee-length sur- 
plice, sizes A, B, C, D, E, $3.95. 3. Regular coat or middy top, sizes A, B, C. D, E, $5. Extra-long 
coat or middy, B, C, D, E, $5.50. Come in today, see these and more in Pajamas—First Floor. Also 


| off wrinkles, stay cool as a 
4 5 collins. Try yours on today. . 4 
i while choosing is easy . . and 
ns leisurely Ly 


re on... sometimes pretty warm. And how does a 


Our answer: cool cotton plisse. Comfortable be- 


Gnd handsome 

TROPICAL SUITS 
by E 
y Eagle $69°° 


Look high or low, we doubt if 
you'll find smarter, cooler 


2 Tas : 


summer suits than these Eagles. 
They weigh but a wisp, shrug 


and plant is included or not—another 
secret. So I—a good prospect—said 
figuratively: “Okay. T’hell with it. I 
can get along without these planters.” 

3. Not in the market for a Miracle 
Skirt, I read that small ad anyway— 
for I seemed at the moment interested 
in miracles. But whether it’s cotton 
plisse, or nylon, or dacron, or orlon, or 
something else, is a secret. So for $17.- 
95, prospects wonder and stay home in 
numbers. 

4. The suit ad copy, lower left, is for 
Deeptone suits. Colors are given, and 
they’re “flicker tones,” but most men 
are concerned—or at least a _ great 
many are—with fibers. Today there are 
so many fibers in men’s summer suits! 
All the way from cotton and rayon 
through woolens and silk to the several 
miracle fibers. If they don’t want to 


tell, maybe it’s a fabric men haven't. 


been very pleased with. 

5. Lower right suit ad is for “tropi- 
cal suits.” It doesn’t say “tropical wor- 
sted.” So I don’t know whether it’s a 
wool suit or not. But if I take my time 
to read the ad I think I’m entitled to be 
told. No, tropical doesn’t always mean 
worsted. Sears were in the same paper 
with a big heading about “Tropicals” of 
wool and dacron. 

Stores would know that delivery 
trucks minus a wheel are substandard. 


But they haven’t learned yet that ex- | 


pensive ads minus essential facts are 
sub-standard. Too bad. 
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EIRST IN DAILY CIRCULATION 


6 Day Average 
Daily Circulation* 


The HOUSTON POST Monday thru Saturday 202,456 


Houston Chronicle 


Houston Press 


RST 


Monday thru Friday 205,043 


Saturday 189,433 202,441 

Monday thru Friday 122,967 

Saturday 110,742 120,929 
*The daily averages shown for the Chronicle and 
Press are their exact six-day aver computed 


by The Houston Post from five-day, Monday 
through Friday, and Saturday only averages 
submitted to the Audit Bureau of Circulations 
for the six-month period ending March 31, 1955. 


IN 1955 LINAGE GAINS* 


ee 


NEWSPAPER 


Houston Chronicle 


Houston Press 


LINAGE PER CENT 

The HOUSTON POST 2,713,698 18.90% 
2,304,563 11.26% 

476,306 7.94% 


RST 


*Linage Gains, January 1 through July 31, 1955, 
vs. same period, 1954. Source: Media Records. 
Does not include American Weekly, This Week, 
and part-run weekly neighbor sections. 


IN EDITORIAL WORD COUNT 


11.2% 


MORE NEWS 
and FEATURES 


@ A new study by Price Waterhouse & Co., one of the 
world’s leading auditing firms, covering the first four 
months of 1955 proves that THE HOUSTON POST 
contained 11.2% more news and features than any other 
Houston daily newspaper. More news and features mean 
more intensive readership...more intensive readership 
means more responsiveness to your advertising message. 


Get up-to-date on Houston, where the trend is to the POST. 
Your Moloney, Regan & Schmitt man, or your HOUSTON POST 
salesman can give you the new facts. 
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Merit Your Confidence 


Represented Nationally by Moloney, Regan & Schmitt 


; Pit Sean je i Cee Be é : 
PES SRR EA EN eee “ ; a Shi 
‘ ke Bs ea j 
3 Ee Me " Pag 5 - ; y <3 ‘ oe ee ee “ ie 4 : 3 i ! $ “ Ms 3 i hiveh Mes Ba ty ‘ a - ye ae Be Se j yh vi Lt = ne or . . ao x ee, Siar d 
ae | | 4 ‘ \ P fs 7 
a) Le 
wT 
Aged ] 
my 
bre 
: - ; Teenie ea — et Pan le ee ‘ a ou 
. i i a es i BOE ho Soa? a * a et 
. r es ie . ae v, Song es et. Sa Re a. 5 =. iS: : 
* 2 : eget Ola ea hoe ec esos Pa cleat 2, <<. amma Ee 
, me = ; rhe aa a3 a pia = bee, tee 
La : £ 0 ie f i rete Bis a 
es © — : i ; 
| Se i ese é ee 23 
4 A ° fe 4 . 
| = - 
of ‘3 Ser ee ale one he 
4 ee ie gs ; 
ts, 
v— 
: a \ 
ivr : 
Le et ee. ee The = 
i ee ke | a See 
: E Pes Ye ae e 
ie ia) oo a - ai ie Seo, ee ek - 
a { } We ; 4 "7 — e to : Baer aE os oe UPR RL oe 
ae ‘ aH rae vara a ea io. ae 
— wa oY eae hae ti a : Bente: 5% Creek ay ih * a 
: 4| 2 S eteltteteens 2 a gts i ees - : fog ce 
ec a hia Sea ea coma mmene pte Ee % ee ee 
c | aS : ee et: eee eS, ee a ial 3 ak ‘aa er. : or bke ; 
¥ ae 2 aa vie iv sa : = eos 
4 x et eee Eg ee + = opts sh ae 
4 fi ea coda aA ‘A ated ea . re : 
% )) : wcrc age uae P i aa . of =e 
f . Saag aes ‘We set 
- } GR eee ae een ets ees y/ 
2 t 
} 
’ 1 
| 
i" ’ 
' 
a ee 
| » 
i 
hi ee 
| 
| > 
} Pe 
i 
| 
t | 
El 
dj 
re 
1 
i 
a) 
ry ; 
i} 
' 
H 
| ee 
.) 
: i 
| 
a 
) ee 
fj aoe — od i 4 E ss <a . 
t i ea sage ~ 
“hs 7 
eo 
’ ' Bi ee 
ie ca 
3 Pa i Be cas 
> | “oe v ' : { : P le ee 
M Es ls _ o * * ‘, + - la P 
a 5 heal ( eg ; 2 at ee F pa e's . | a - pee ae 
: 
i 
tae ~ » 
; 
‘ = : 
ee ; - : 5 Eade ic : OES pela: a gals : : J > : ; : teat pet ag PE casi ak 7. ‘ ; ty eres 
Z We nce e aatare See ag “ ‘2 os Le feces Pees Be BE, Sve it So ee eae ore oe ao. 2 te, ae Sere iF han bby ee a % Ear oe Nae x * ee . i ty Sh Sees ica Bs Sagi ¥7 Res ee eS ou gat . ie : b- ¥ . whee Si 2 nol see setae & peng ae iis 2 : a 
vey bal Dele hk of nw poet hs, PAD CNET 8 Re Pa A eh ase EV ce hg le ks wah seg OO Re TD ORs rope NN OS Se Pik ty. geet ee Gieaias fatal (Ree Rane en ae aT Meroe anc SA Sec ieee. Sie So TU | men Mok, ANE ree dn ean eg dees tS 
Sighs ih REE Be! A= Ee tank Se 4 teeth Aes ea Po ae eS Mee Sa TEI SF degen Meat OR Site ee SS nage 5 a lige me te eS ‘ , eee ly gl MORE meres re ee sar Bed ih oh ai tay peat Sera ii vs hy aa ne aes NE ic 5s ae a tye ed a 
a ca aN pe ‘ ea ee ae Ca es ease ye ae e hadaat eB Se Muh ee ed ee S PO athe OE De ae " vied: ae eee a Ps Se a gis, See es PEE Pte a A ae a a ho Ce Se ce ee eee ee bt i a aE a” ee ae tA ce sae Pe ae Se he te! Ri. ry Pa 
Eg ik At ONS Rg eh Fan Sas See re i a eG ee MSL Foy OFS GR | it ey ieee Ream oA ay Wy at, oe PTW pac ee Poh Oe Mak Oe EA Dad ag SRO gy oe, SaaS 
oe ae ) eae ek a ag A Soe Steet ae eS ee gh Te ag 2. Mee ES Bt Bet s Oe ig aan = Sa ek Oe 3 i i. uh palepisy @) Reo es Na Sipe oad Cage DS ek Ae es, doe Ce ead te oe” Se . rated \ We pee er We a ene oe ie ee & 4 > J™ SUAS 3d ‘ * er, ee Cee ee A oc ee 2 
Ph te, ca Meee Fe at cee olakd Sy Sess aay eH a ach te Wl Ca cay RT eG og ee ate at Eee a: a a Ta 2 Re es Pear tal oe Sr Fe 2 Lele ene et eige eee cee pee es ee ie a be ote nents ty aae gey Fes L Feri. Be Tif eR oo: Poe pare ge Be ae , pe 
Se fe dk er mie ee he te te fo rine i eS - rece pe A el eS eee eae «| bat d Ee ONS EME eee Ca, “Pee te ee de Se 9 ae ? EP Ba" Oe RE OP Se ms $A idle, a IE BL SBE DES Cy Bee or Pee 5 Paco a ali ¥, iad igre ass 
i Beige oe a FH] Aes ye ay ey ee Sy Sie ty ni AR, oe Se OLS ek ree EPO Lo eee eg Bake ge Sa a oe. We MOUS wc Secabeiby © ears Lane ee dg Sie ee Te er kd pe ee ei, fee EL Me RE ae A A Be ae bo a RP JEON 7 Aes ake BRIO eens | Oe 
Mee Te oy inter be 3 Me a ee as Ws BP lee ae Her Sh A eel, re ard Ea re © ke are oe ’ owed abt. mal eer = We i ees. ae a dh ee eile fe al, we Sr Oe eee ee r “ang a poy MS ee MS” in ee OY gt 24 > 
Cee RRR a Nay ELEN OM See Sea pe OMA ST tiie he es i RS Bh Nee, Wee cores hc a ee Pe anes ES MS 3 Ge Ly wea ey A” OM 1 e potty ae oe E int ie ey Rs a Ege! re ae F at gs a os ee ee tne RR, Ce ee PP es Oe Re ee ee a, ek ee ee a a re eee Se. ee ee 


Lewis Joins Aubrey, Finlay 


the industrial power division of In- 


Ralph H. Lewis has joined Au-| ternational Harvester Co. account. 
brey, Finlay, Marley & Hodgson,|He formerly was with McGraw- 
Chicago, to handle publicity for | Hill Publishing Co, 


a maher 


publication 
Publishing since 1934 


Frankly, many slate COUNTRY AND 
WESTERN JAMBOREE fans have never seen 
the country or the West... . 
If you are sitting on a hunk of either—in the form 
of a resort or transportation... 
those dreams will come true this season at a nice 
profit to someone. Why not you? 


Write today For Facts and Rate Card! 
\ Country and Westem JAMBOREE! 


By the publishers of DOWN BEAT 
2001 Calumet Ave., Chicago 16, Ill. 

Down Beat — Up Beat — Country and Western Jamboree — Recora 
Whirl — Music — Beverages — Bebidas — La Farmacia. Moderna — 


Radio y Articulos Electricos — Elaboraciones y Envases — La Tienda — 
Radio y Articulos Electricos Catalog File — Bebidas Annual Directory 


except in their dreams. 


well, hundreds of 


Outdoor Men 
Join to Combat 
Rezoning Threat 


Cuicaco, Aug. 31—Outdoor ad- 
vertising signs may become as 
scarce in this city as their famed 
predecessors—wooden cigar store 
Indians—if a new city zoning ordi- 
mance is approved by the city 
council as it now stands. 

Ald. Emil Pacini, chairman of 
the city council committee on 
building and zoning, told ApvEr- 
TISING AGE yesterday that he plans 
to introduce the revised zoning 
ordinance to the council in Sep- 
tember. His committee has been 
preparing the ordinance for nearly 
two years. New restrictions on out- 
door signs, and the rezoning of 
certain sections of the city which 
would affect the location of signs, 


are parts of the ordinance. 

The major outdoor companies 
are formulating battle plans to op- 
pose some of the restrictions in the 
new code. State Sen. William J. 
Lynch, former law partner of 
Mayor Richard J. Daley, has been 
retained as counsel by General 
Outdoor Advertising Co., White 
Way Sign Co., Triangle Sign Co., 
Federal Sign Co., Briggs Outdoor 
Advertising Co. and Associated 
Sign Contractors, an industry or- 
ganization. 


s A committee of representatives 
of these companies has been or- 
ganized for the purpose of study- 
ing the new zoning code. Sen. 
Lynch told AA that the committee 
plans to present some modifica- 
tions and recommendations to the 
city council by Sept. 12. Accord- 
ing to council practice, a new ordi- 
nance is referred to committee af- 
ter it is introduced and public 
hearings are held. Any alterations 
are then made before the proposal 
is brought up for a vote. 


TO GET... 


the most out of your Sales Effort 
in the huge Original Equipment Market 


_* this atlicrstasmnatal of influence at a “PACKAGE” price 


PURCHASING NEWS 
is published exclusively 


for Purchasing Men 


in Metalworking Plants 


“PARTNERS IN PROGRESS” 


DESIGN NEWS contains 
World-Wide News 

of Product 

Design Developments 
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The sign companies may expect 
some aid from council members 
when the ordinance is brought up 
for a final vote. Many of the city’s 
50 aldermen feel indebted to the 
sign companies for past favors in 
poutical advertising. 

The ordinance distinguishes be- 
tween business and advertising 
signs, and defines business signs 
as those incidental to the 
conduct of a business on the prem- 
ises. Advertising signs are ciassi- 
fied as those which call attention 
to a product, service or activity, 
and which are not located on the 
ousiness property. 


a Some of the restrictions pro- 
posed in the new code which af- 
sect signs are: 


e Advertising signs would be for- 
oidden in residential and Bl, B2 
and 46 business districts. The code 
defines a Bl district as one with 
smail neighborhood stores, and a 
o2 district as a fairly large busi- 
ness district. The B6 district or 
prime retail business area will 
wake in State St., Wabash Ave., 
Michigan Ave. and LaSalle St. in 
Chicago’s Loop. 


e Flashing signs would not be per- 
mitted in the most restricted dis- 
tricts—including Bl and B6 busi- 
ness districts—and in general 
would be more severely restricted 
as to size than the non-flashing 
variety. 


e The sizes of signs will be gov- 
erned by the frontage of lots on 
which they are located. In the B2 
districts, for example, the sign on 
a lot is restricted to six times the 
number of teet of frontage of such 
sot. This would limit a sign on a 
ov’ lot in this district to 3UU sq, ft. 
A flashing sign on the same lot 
could not exceed 150 sq. ft. 


e Outdoor signs would be restrict- 
ed within 400’ of expressways and 
noulevards. Advertising signs lo- 
cated at a greater distance than 
400’ would be restricted in size to 
1/200th times the square of the 
uistance. For example, a sign 600’ 
away from an expressway would 
pe restricted to a size of 1,800 
sq. ft. 


@ Harry F. Chaddick, city director 
vf rezoning, told AA tnat more 
inan 1,000 miles of street front 
property will be rezoned from 
business to residential under tne 
provisions of the new code. This 
would eliminate many outdoor 
signs, Mr. Chaddick pointed out, 
as outdoor signs are torbidden in 
vesidential zones. 

Mr. Chaadicx also told AA that 
many civic and business organiza- 
uons, including the State Sv. Coun- 
cu, are in tavor of the new re- 
strictions on signs. He pointed out 
unat tnere has been no ouidoor 
sign on State St. in the downtown 


is x 
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The circulations of PURCHASING NEWS and DESIGN NEWS parallel and complement 
each other in providing ideal advertising coverage of the Purchasing and Design 
Engineering functions in metalworking plants . . . the Original Equipment Market. 


CIRCULATION BREAKDOWN BY INDUSTRY 


Industry classifications are SIC. Figures are for the June 1955 issues of 
PURCHASING NEWS and DESIGN NEWS 


area since tne council passed an 
ordinance in 1951, and tnere have 
peen no signs on Chicago boule- 
vards, which are under tne juris- 
dicuon OL tne Chicago Park Uis- 
trict, since 1992. 

Sen. Lyncn complained to AA 
that the signboard companies had 


nike rues —_ only two meeungs witn tne city 
I ke ee ee a neces OR EE oncceen 69 336 zoning statf when the secuon on 
Furniture & Fixtures—Metal only........... Dei hs . cdbaauideesivaceoss 134 100 signs was being prepared. He said 
Primary Metal Producers...... REN 2 Ce ERR IM 271 320 we ordinance was Cumpieted at tne 
Pabrtented Motel PROGINS. 6... .60ccccccccvcccscseccsescccsesensserseccccees 1277 758 end of June, and nis cues nave 
Burners, Furnaces, Heating Equipment...............cccecceeeeeeeteeeeeeeee 333 452 had less than two months to study 
HUDGIOTY, TORTPHEIOOOIIONN, 6 occ cccccccccccccccdccccccsocceccsccccseesccccccccs 4704 8448 and digest its contents, 
Machinery, Electrical. ......cccccccserccccccsccscccsccssccscssosscsesccscccecs 2366 4957 Mayor Daley recently got into 
Transportation Equipment..........cecccsccccccccccsccnccccsesescseccscccecs 1932 4378 the act when he asked Ald. Pacini 
Professional, Scientific & Controlling Instruments............-+++eeeeeeeeeee 628 1302 to give the signboard companies 
Miscellaneous Manufacturing. .............cccceeecccccenceeeeeseeeeseeeceees 252 285 fair hearings on the ordinance. 
Consulting Engineers, Research & Development Laboratories................ 51 1588 Ald. Pacini told AA that repre- 
Government Research Development & Procurement Agencies............... 97 606 sentatives of the signboard com- 
Miscellaneous Non-Metalworking............sccceeeceeeeeeenenneseeeeteeccees 151 865 panies were given four hearings 
Colleges, Universities & Libraries..............0cecceceeeeeeeeeeeeeneteeeccees 3 80 and that they still have presented 
TOTALS... .csceercccccece 12,268 24,475 him with no recommendations. 

Every bit of this circulation is—100% request—100% verified every year. ‘ _ a ' 

s No one was able ve a 

CALL YOUR NEAREST OFFICE FOR FULL INFORMATION estimates cn how many nd 
ROGERS PUBLISHING| New York 17 | Cleveland 13 | Detroit (Royal Oak)! Chicago 6 | Los Angeles 13 ee ee OS ee 
COMPANY) 60€. 42nd St. | 1123 Terminal Tower| 1220 So. Woodward '20N.WackerDr.| 816 W. Sth St. signs, or — much money clients 

Executive Offices: Englewoed, Colorado | MUray Hill 2-5317|  TOwer 1-4475 JOrdon 4-6832 | ANdover3-2176|  MUtval 6335 ; 


spend for advertising. From talk- 
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ing to persons in the industry, AA 
determined that there are many 
thousands of signs in the city, 
representing an investment of mil- 
lions of dollars. 

Guy E. Zerfoss, exec. secretary 
of the Associated Sign Contractors, 
which has a membership of 45 to 
50 outdoor sign companies, said he 
and four other men from the indus- 
try are working night and day on 
recommendations to be made to 
the council. 

“If the ordinance is passed in its 
present form, the entire signboard 
industry here would definitely be 
affected,” Mr. Zerfoss said. He was 
unable to estimate how many ex- 
isting signs would be affected by 
the ordinance. 

Other members of the commit- 
tee, in addition to Mr. Zerfoss, are 
George Foster, White Way Sign 
Co.; F. E. Cody, Federal Sign Co.; 
Carl Rupp, Carl Rupp Signs, who 
also is president of Associated 
Sign Contractors, and Fred Cari- 
deo, General Outdoor Advertising 
Co. 

The sentiments of the sign com- 
panies are: “We are in favor of 
good zoning, but on the other 
hand, we want a fair code and 
one that will allow us to stay in 
business.” 


‘Scout’ Gets New Rates 

With Parents’ Magazine raising 
its rates and its guarantee from 
1,625,000 to 1,675,000 with the 
March, 1956, issue (AA, July 25), 
the magazine has announced new 
rates for its “Shopping Scout” sec- 
tion. Standard three-column pages 
will cost $5,850 for retail and mail 
order copy and $6,940 for general 
display advertising. Four-column 
pages will cost $5,850. 


DIRECT MAIL 


IN CANADA 


Our knowledge of Canadian mar- 
kets is enabling us to serve many 
U. S. Direct Mail advertising 
users efficiently and economically 
in the production of Mailing 
Lists — a _ ae Ad- 
dressing — Premium -away 
Service — Ss a 
Mailings — nm udging _ 
Mailing. 


HERBERT A. WATTS LIMITED 


177 King St. West, Toronto 
Canada 
Telephone: EMpire 6-1108 


Branch — Montreal 


Gallagher 


Hampson 


CONVENTION STUNT—“Miss Chicago” (Florence Gallagher) and “Miss 

National Press Photographer” (Diane Daniggelis) were aboard to 

entertain James E. Hampson, industrial photographer for Arkansas 

Fuel Oil Corp., and other members of the flight over Chicago staged 

last week by Color Corp. of America to publicize its new color 

printing process. The flight took place during the 75th convention 
of the Photographers’ Assn. of America. 


Daniggelis 


Davidson Names Shively: 
Ad Offices Stay in N. Y. 


Harold O. Shively, formerly 
manager of employe and public 
relations for the National Gypsum 
Co., Parsons, Kan., has been 
named editor of Modern Stationer 
and Modern Retailing. Both publi- 
cations were recently acquired by 
Davidson Publishing Co., Duluth, 
from Adoma Publishing Co., New 
York. 

Davidson has moved editorial 
and production offices to Duluth. 
Advertising offices, a news bureau 
and consulting office for David O. 
Manley, editor emeritus, continue 
in New York. 


Warner Joins Mill & Factory 

Paul E. Warner, formerly adver- 
tising and sales promotion mana- 
ger of Ohio Injector Co., has 
joined Mill & Factory, a Conover- 
Mast publication, as Cleveland dis- 
trict manager. 


American Names Doob 

Oscar A. Doob, who recently re- 
signed as an advertising and pub- 
lic relations executive of Loew’s 


Inc., has been named to the board 
‘of American News Co., New York. 
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need expert lighting for 


» motion pictures 
z tv shows 

: special events 
i conventions 
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displays 


Then call Jack Frost, one of the largest 
suppliers of temporary lighting equip- 
ment in the U.S. and Canada. Jack Frost 
has handled the lighting of gigantic 


displays and countless association shows 
from coast to coast. 

Complete Rental Equipment Service in- 
cludes, installation and removal at one 
low cost. 


Write for Free Catalog of Equipment 
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free estimates 
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234 Piquette Ave., Detroit 2, Mich. 


A. FROST | 
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Chrysler of Canada 
Sets TV Offerings 
on 25-Station Net 


Toronto, Aug. 31—Chrysler 
Corp. of Canada has lined up an 
impressive tv schedule. 
More than 25 stations will carry 
the most comprehensive profes- 
sional football schedule ever tele- 
vised in Canada. Seventeen games 
will be included, with some con- 
tests being carried live and others 
by kinescope. The headline fea- 
ture will be the first live telecast | 
of the Gray Cup Canadian cham- 
pionship on Nov. 22 from Van-. 
couver. Vancouver will be blacked | 
out for the live telecast, but will | 
get the game a date later on kine- | 
scope. | 
Starting Dec. 4, the same sta- 
tions will air “Climax” and “Show- 


kinescoped in Canada, with most. 
stations carrying them Sunday) 
afternoon, three days after they 
originate in Hollywood. 


ws James L. Cope, v.p. in charge of 
advertising and public relations for 
Chrysler Corp., said dealer enthus- 
iasm for the CBS-TV shows in the 
Windsor and Toronto areas, where 
there is coverage from U. S. sta- 
tions, brought about the decision 
to telecast the programs in Canada. 
McCann-Erickson handles the ac- 
count. 


Canadians Plan to Plumb 
Retail Advertising Problems 


Retail advertising problems are) 
expected to get major attention at 
the eighth annual convention of | 
the Newspaper Advertising Man-| 
agers Assn. of Eastern Canada, to| 
be held Oct. 5-7 at the Sheraton- 
Mount Royal Hotel, Montreal. 

Three of six scheduled sessions) 
will deal with phases of retail ad-| 
vertising. Another session will be) 
devoted to national advertising. 
and another to advertising promo- 
tion, 


Can Production Rises 6% 

Can production in the U. S. rose 
almost 6% during the first six 
months of 1955, with production 
topping the 17 billion mark, an 
increase of almost a billion units 
over the comparable 1954 period. 


according to American Can Co. 
|Fruits, vegetables and juices pro- 


\duced from January through June | 
‘accounted for four and a quarter) 
©) |billion cans, a 10% increase over | 

‘the same ’54 period. Beer can out- 


put also jumped 10% to more than 
three billion cans for the six 


er of Stars.” These shows will be .- 


Foreign vacations —37% 


of the vacationers who went outside the U. S. in 
the past year, from New York City & suburbs 


were News readers — 


. . - Couldn’t be otherwise! With 4,780,000 readers 
daily, The News has more customers for everything! 

If you have any illusions about class customers, and 
class newspapers, get a load of the readership study . . . 


Profile of the millions 


... W. R. Simmons & Associates Research, Inc. 

interviewed 10,349 people in this.market. Their findings 

are presented visually. Ask any New York News office. 
(Copyright 1955 by News Syndicate Co., Ine.) 


iar) 
Packaged breadusers-40Z 


of all women in New York City & suburbs, 15 years 
and over, who served packaged bread in the past month 


are News readers- 
The 2,290,000 women readers of the Daily News 
buy most of the groceries, toiletries, and 
apparel—and buy the best! To learn more 
about the buying habits of metropolitan New 
York, see the best study of its kind ever made— 


Profile of the millions 


Now being presented visually to advertisers and 
their agencies. Inquire any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) 


’ - 
Men's shirt buyers -48% 
of the men (15 years and older) living in New 
York City & suburbs who bought shirts last year 


are News readers- 


Daily News men readers total 2,490,000 . . . and buy 
most of the suits, slacks, socks, shoes, hats, sold here . . . 
have most of the cars, jobs, new homes. Now for the 
first time advertisers can learn about buying habits 

of all New York City newspaper readers in 


Profile of the millions 


now being presented visually to advertisers and 
their agencies. Inquire any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) 
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Hamilburg Gets ‘Oklahoma’ 


Mitchell J. Hamilburg Agency, 
merchandising division, in Holly- 
wood and New York, has been 
appointed to handle all commercial 
'tie-ins for the film version of 
'Rogers and Hammerstein’s “Okla- 
homa.” 


NEW BLOOD! 


Maybe your advertising and sales letters 
need a change of pace—NEW IDEAS— 
new blood—a rejuvenation? Want to be 
shown? Show me yours 


ag Fells Bott % SL 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


The LUBBOCK «-.... 


AVALANCHE- 
JOURNAL -":::: 


over 54,000 
gives you an 
EXTRA DIVIDEND in 
the growing LUBBOCK 
MARKET! 


TEXAS DAILY PRESS LEAGUE, Inc. 


National Representative 


x is yay seed & 
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McGraw-Hill Moves Three 
Books to Royal & deGuzman 

Three McGraw-Hill publications 
—Control Engineering, Electrical SOE AP 
Construction & Maintenance, and Admiral TV for 1986 ts the 
Electrical Wholesaling—have),. : ” 
Switched their accounts from Me- biggest step FORWARD TV began 
dia Promotion Associates to Royal 
& deGuzman, New York. 
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Vodka Drive Extended 

Julius Wile Sons & Co., New 
York, will extend its advertising 
campaign for Vodka Romanoff in 
New York newspapers through 
November, in the belief that “vod- 
ka will hold its position in the East 
as an all-season drink, as it has on 
the West Coast.” Biow-Beirn-Toigo 
is the agency. 


EXPLANATION—Basic changes in 
television manufacturing policy are 
explained in this full-page Admir- 
al ad which will appear in 49 Eng- 
lish and eight French daily news- 
papers in Canada. Locke, Johnson 
& Co. prepared the ad for Canadi- 
an Admiral Corp., Port Credit, Ont. 


Food Show Selects Site 

The Directors of Food Shows 
Inc., New York, has selected the 
Wanamaker Bldg. as the perma- 
nent location for its annual Inter- 
national Food Show. The first 
show will be held Feb. 18-26, 1956. 
P. Gordon Saville, who organized 
and staged the April, 1955, show at 


the Kingsbridge Armory, in the 
Bronx, will be show director. 
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2éy Tittle Manaiie!” 


5S days a week at 1:00 p.m.on WPTZ. 
Now available for local sponsorship . . . first time in 
any market. 

Terrific ratings at low cost! Look where MARGIE is 
scheduled! Every day, 1:00-1:30 p.m., Monday thru 
Friday, when WPTZ out-rates the combined ratings of 
the competition, month after month! This is the same 
time period in which Hollywood Playhouse gained the 
rating of the lowest cost-per-thousand feature film 
program in America. 

Fit a show like “My Little Margie’—which has 


NOW—NIGHTTIME PROGRAMMING IN THE DAYTIME 
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maintained average national ratings of 30.4 over the 
past three years—into such a top-notch time period, 
and you have the most outstanding combination of 
audience-getting elements since WPTZ’s FUN HOUSE. 

Another WPTZ first: “Nighttime programming in 
the Daytime!” “My Little Margie” joins the long line 
of successful sales producers presented by WPTZ, such 
as: “Let Scott Do It,” “Hollywood Playhouse,” ‘““Fun 
House,” ““Award Theatre,” “‘Frontier Playhouse’”’ and 
“Academy Theatre.” 

Four one-minute commercials will be accepted per 
half hour. The show is already 45% sold out, so let 
Alexander W. Dannenbaum, Jr., WPTZ Sales Manager, 
tell you about Margie right away! Call him at LOcust 
4-5500, or Eldon Campbell, WBC National Sales Man- 
ager, at MUrray Hill 7-0808, New York. 


SATE OM, CHANNEL S « FIRST IN TELEVISION IN PHILADELPHIA 


WESTINGHOUSE 


RADIO 
BOSTON—W8Z+WBZA 
PHILADELPHIA—KYW 
PITTSBURGH—KDKA 
FORT WAYNE—WOWO 
PORTLAND —-KEX 


BROADCASTING COMPANY, INC. 
TELEVISION 


BOSTON—WBZ-TV 
PHILADELPHIA—WPTZ 
PITTSBURGH-—-KDKA.-TV 
SAN FRANCISCO —-KPIX 


KPIX REPRESENTED BY THE KATZ AGENCY. INC 


ALL OTHER WBC STATIONS REPRESENTED BY FREE & Peters INC, 


More TV Programs 
Mean Big Deficit 


for Canadian Net 


MOonrtTREAL, Aug. 30—A heavy ex- 
pansion in television program- 
ming—and costs—is going to mean 
an operating deficit of $8,690,000 
in the Canadian’ Broadcasting 
Corp.’s tv end for the current fis- 
cal year. 

This means that better than 30% 
of total expenditures for the fiscal 
year ended March 31, 1956, will 
not be covered by income. Income 
has actually declined for this year, 
compared with the 1954-55 year— 
from $20,273,000 down to $20,310,- 
000—though it is well above the 
fiscal 1953-54 figure of $13,070,000. 

Meanwhile, expenditures in those 
three years have leaped from $7,- 
634,000 to $15,876,000 to $28,100,000 
for the current year. This year’s 
increase in programming costs 
alone amounts to nearly $7,060.000, 
CBC estimates. 


e Adding to the tv deficit an ex- 
pected radio operating deficit of 
$2,115,000 gives a grand toial of 
$10,805,000 worth of red ink on the 
CBC ledger. The corporation ex- 
pects to meet the deficit out of 
previous surpluses now held in 
cash and government bonds. 

Federal government grants of 
$15,600,000 are the main source of 
CBC’s regular tv income, with 
nearly all the rest ($4,600,000) 
coming from commercial broad- 
casting. 


Tasker, Lapick Named F&S&R 
V.P.s; Ranney to Reiire 

Fuller & Smith & Ross has ap- 
pointed Harold T. Tasker a v.p. to 
head the division serving the Sher- 
win-Williams account in Cleve- 


land. The agency also has named 
| Frank P. Lapick a v.p. to head its 


| Frank Lapick Harold Tasker 


|Westinghouse apparatus division 
in Cleveland and New York. As 
division head, Mr. Lapick wi'l suc- 
ceed M. F. (Mose) Ranney, who 
retires Nov. 1. 

Formerly with 
J. Walter Thomp- 
son Co. on the 
Norge account, 
Mr. Tasker joined 
eS F&S&R two years 
ago as an account 
supervisor in the 
Westinghouse di- 
vision. He suc- 
ceeds Kenneth E. 
Moore, v.p., who 
now will devote 
full time to the 
agency’s new business activities. 
Mr. Lapick joined the F&S&R 
Westinghouse divisicn in 1945 and 
was its administrative operations 
manager before his new appoint- 
ment. Mr. Ranney, who is retiring 
after 33 years in various advertis- 
ing positions, joined F&S&R in 1945 
‘and was named a v.p. three years 
later. 


M. F. Ranney 


Nestle Launches Quik Drive 

A merchandising campaign to 
increase the use of Quik, its instant 
chocolate flavor, based on an ap- 
peal to make chocolate ice cream 
sodas at home, has been launched 
by Nestle Co., White Plains, N. Y. 
Display cards and tie-in displays 
with ice cream and bottled club 
soda are being used as well as col- 
or advertisements in Parade and 
This Week Magazine and television 
commercials. McCann-Erickson, 
New York, is the Quik agency. 
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ble for television and radio recom- 
/mendations and presentations. 
Frank Gilday, business manager 
for radio and tv since November, 
/1954, was named manager of the 
New York tv-radio department of 
*Indicates first listing in this column. | the agency, with responsibility for 
Sept. 10-14. Screen Process Printing administration of the department. 


Assn., International, 7th world convention,,; Mr. Booraem and Mr. Gilday will 
Ambassador Hotel, Atlantic City. 
Sept. 11-13. Advertising Federation of | report to Terence Clyne, v.p. and 


America, 7th District convention, Bir- management supervisor of tv and 
mingham, Ala. radio at McCann. 
Sept. 11-13. Pennsylvania Newspaper 


Publishers’ Assn., classified clinic, Ly- 
coming Hotel, Williamsport. 


Coming 


Conventions 


Mayard Changes Name to 


Sept. 12-14. Direct Mail Advertising s 
Assn., 38th annual convention, Morrison May er/Klann/Linabury 
Hotel, Chicago. Mayer/Klann Advertising, Ben- 


*Sept. 14-16. Life Insurance Advertisers' ton Harbor, Mich., which re- 
Assn., annual convention, Essex House, | : 
Sue "Wonks. ‘cently changed its name from 


Sept. 18-19. Midwest Newspaper Adver- Mayard Sales & Advertising Coun- 


tising Executives Assn., 74th semi-annual sel, has changed its name to May- 


meeting, President Hotel, Kansas City, Mo. er/Klann/Linabury Advertising. 
Sept. 29-Oct. 1. Advertising Federation | . 

of America, 10th District convention, Bilt- | F. Joseph Mayer continues as 

more Hotel, Oklahoma City, Okla. | president of the agency; Edward N. 
Oct. 2-5. American Assn. of Advertising | Klann, a partner, is art director, 

Agencies, Pacific region annual meeting, | 


| ties, Mr. Booraem will be responsi- 


| and John G. Linabury is copy di- 
| rector. 


| 


Gubelin Watch Names Casmir 
| Gubelin Bros. Inc., Lucerne, 
Switzerland, maker of the Gube- 
‘lin watch, has appointed Casmir 
| Advertising Co., New York, to han- 
dle its advertising. A consumer 
‘campaign will break this fall with 
'small-space insertions in Harper’s 
|Bazaar, The New Yorker and 
' Vogue. Gubelin watches have not 
‘been advertised in the U.S. for 
‘some time. 


Dae to Smith, Kline 


Seth N. Baker, formerly public 
relations manager of Sharp & 
Dohme, Philadelphia, has been 
named to head the department of 
employe communications and com- 
_Munity relations of Smith, Kline 
|& French Laboratories, Philadel- 
| phia. 


Hotel Del Coronado, San Diego. | 
Oct. 3-5. Southern Newspaper Publishers | 
Assn., 52nd annual convention, Arlington | 
Hotel, Hot Springs, Ark. | 
Oct. 5-7. Newspaper Advertising Man- | 
agers Assn. of Eastern Canada, annual | 


All postmarks are actual reproductions. Post 


convention, Hotel Sheraton-Mount Royal, | offices mentioned in the text really exist. 


Montreal. 

Oct. 6-8. Pennsylvania Newspaper Pub- | 
lishers’ Assn., 31st annual convention, | 
Roosevelt Hotel, Pittsburgh. 

Oct. 17-8. Advertising Federation of 
America, 3rd District convention, Sedge- | 
field Inn, Greensboro, N.C. 

Oct. 7-9. National Advertising Agency | 
Network, eastern regional meeting, At- | 
lantic City. 

*Oct. 13-14. American Assn. of Adver- | 
tising Agencies, central region, annual | 
convention, Conrad Hilton Hotel, Chicago. | 

Oct. 14-16. Midwest Intercity Conference | 
of Women’s Advertising Clubs, Cleveland. 

Oct. 17-18. Boston Conference on Dis-| 
tribution, Hotel Statler, Boston. 

Oct. 17-18. Inland Daily Press Assn., an- | 
nual meeting, Drake Hotel, Chicago. 


*Oct. 17-19. American Assn. of Advertis- | a snk ; 


ing Agencies, annual eastern conference, | 
Hotel Roosevelt, New York. 
Oct. 17-19. Agricultural Publishers Assn., 
annual meeting. Chicago Athletic Assn., | 
Chicago. | 
Oct. 20-21. Audit Bureau of Circulations, 
4lst annual meeting, Drake Hotel, Chicago. | 
*Oct. 24. American Assn. of Advertising 
Agencies, east central region meeting, Ho- | 
tel Statler, Detroit. 
Oct. 31-Nov. 2. Assn. of National Ad- 
vertisers, annual meeting, Hotel Plaza, 
New York. 
*Nov. 6-8. National Newspaper Promo- 
tion Assn., regional meeting, St. Paul Ho- | 
tel, St. Paul, Minn. i 
Nov. 8-10. Fourth Canadian national | 
packaging exposition and conference, Au- | 
tomotive Bldg., Canadian National Exhibi- | 


tion Grounds, Toronto. 

Nov. 14-16. Advertising Essentials Show, 
sponsored by Advertising Trades Institute, 
Biltmore Hotel, New York. 

Nov. 14-16. Public Relations Society of 
America, annual national conference, Am- 
bassador Hotel, Los Angeles. 


Dec. 2-3. Midwestern Advertising Agen- | 


cy Network, last quarterly meeting and 


tel, Chicago. 

Dec. 4-7. Outdoor Advertising Assn. of 
America, 58th annual convention, Hotel 
Sherman, Chicago. 


Food Fair Forms Company 


to Develop Shopping Centers 
Food Fair Stores Inc., operator 
of more than 220 supermarkets, 
has announced a plan to form a 
new company, Food Fair Proper- 
ties Inc., which will develop and 
operate shopping centers. A regis- 
tration statement has been filed 
with the Securities & Exchange 
Commission for Food Fair proper- 
ties, in which Food Fair Stores 
will have a substantial investment. 
Louis Stein, president of Food 
Fair Stores, said the new company 
will engage in the acquisition, 
development and improvement of 
tracts of land at locations deemed 
suitable for shopping centers. The 
company will arrange for con- 
struction of such centers, lease 
portions to merchants and operate 
the properties. Food Fair will have 


the first right to lease food super- | 


market space in each shopping 
center. 


McCann-Erickson Names 
Booraem, Frank Gilday 


Hendrik Booraem Jr., v.p. of Mc- 
Cann-Erickson, New York, has 


| 


| 
| 


You miss the Mark Cill.) when you judge the true 
small town by population alone. 

You've got to consider geography as well as 
numbers. Your true small town is a place of 2500 or 
less, far enough away from a major city not to be 
magnetized by it. It’s what leaps to your mind when 
you think of bandstands and village meetings and 
Fourth-of-July oratory. 

Put 16,000 such small towns together and you've 
| got a market of mighty proportions. But a market 
not so easy to approach. Many of the towns don't 
have newspapers or even newsstands. Magazine 
subscription crews don't reach them. TV coverage 
| is weak. True small towns are America’s least 
exploited market. 

There is a path to them though. Grit. Here is the 
one national publication edited specifically for small 
towners, delivering exactly 58.58°% of its 800,000- 


} 
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te De 


been appointed director of televi-| 
sion and radio planning for the 
agency. Previously in charge of. 
new program development activi-| 


MAY 26 
39 AM 


1955 
NY: 


| The true small town is the Grit small town 


account executive workshop, Drake Ho- | 


plus weekly copies to them. Your true small towner 
gets news from Grit, recipes and household hints 
from Grit, comics and healthy fiction from Grit, 
man-about-the-house projects from Grit, inspira- 
tion from Grit. Grit is his mirror to the world. 

All of which makes it logical that small-town 
families buy the products they see advertised in 
Grit. That's a subject we delight in talking about, 
because we have a Peck (Idaho, Kans., Mich.) of 
indisputable proof. 

You can have a dominant, year-round campaign 
in Grit for the cost of one full-page ad in a mass- 
audience magazine. A small price, surely, to Con- 
tact (Nev.) the Fertile (lowa) Fields (La.) Grit 
represents. 


Grit Publishing Co., Williamsport, Pa. * Represented by Scolaro, 
Meeker & Scott in New York, Chicago, Detroit, Philadelphia; and by 
Dovle & Hawley in Los Angeles and San Francisco. 
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DOUBLE LIFE—On the left, we have Miss Diana 
Deutsch in her workaday role as receptionist at Di- 
Franza-Williamson Associates, while on the right, 
the same young lady garbed as Miss New York for 


* 


ae 


Stevens Adams 


TO THE VICTOR—Thomas B. Adams, assistant to the president of 
Campbell-Ewald Co., Detroit, receives the plaque awarded him by 
the Assn. of Advertising Men and Women of New York as the out- 
standing young advertising man of the year. Carl H. Stevens, pres- 
ident of the Adcraft Club of Detroit, makes the presentation. 


the Miss America Pageant in Atlantic City, start- 
ing Sept. 5. Diana’s other talents include drawing 
and sketching, and she’ll enroll at Pratt Institute 
this fall. 


AD MAN AT WORK—Phil McHugh, 
left, Campbell-Ewald v.p., helps 


newscaster Allan Jackson check EPICUREAN DELIGHTS—That’s what the man said this picture shows. 


over the lineup before the CBS The man from the first annual National Fancy Food and Confec- 
Wolfe eine Heleomb Perish Radio broadcast of the 1955 Soap tion Show, in New York, that is. If you look close you’ll see canned 
ag Box Derby from Akron. The show , 
BIG AS LiIFE—George Wolfe, Red Rowe, Grant Holcomb and Helen ‘ait pow seed by Chaevelet. jh gree ep ie piter'< ype ._— pr gp peomneron 
Parrish, of the KNXT and Columbia Pacific Television Network — - . y 7 
oe nice ae ; : , of 1955. 
show “Panorama Pacific,” admire the photographic reproductions 


of their heads, now spotted on 27 benches in the Los Angeles area. 
The program is aired in Los Angeles, San Francisco and San Diego. 


Kysor Russell Burnett 


Baldwin Mann Brewer Phelps Miller Frifield Mann 


HAIL AND FAREWELL—Chicago’s agencies were well represented at a luncheon at the Yorker advertising director, who attended the luncheon. In center panel, The New 
swank Imperial House recently in honor of Richard E. Mann, who is opening up The Yorker’s advertising manager, Howard Baldwin, extends congratulations to Mr. Mann 
New Yorker’s new West Coast office, and Frank Brewer, who takes over as manager and Mr. Brewer. In the final panel, Ray Phelps, of Earle Ludgin & Co., George Miller 
of the magazine’s midwest office. In the first panel, James Kysor, of Foote, Cone & of Leo Burnett Co., and Mr. Mann, listen absorbedly while Al Frifield, of FC&B, holds 


Belding, and Leo Burnett, of Leo Burnett Co., chat with A. J. Russell Jr., The New 


forth on some favorite topic. 
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Advertising Age, September 5, 1955 


Winch I] { A k |Gresch & Kramer Adds Three Philadelphia, an account executive.) 
e 0 S$ | Gresch & Kramer, Philadelphia, M?- Altman also has been promo-| 2°" Seca taapbaiss 


The 313,889 sub- 
scribers of THE ROTAR- 
IAN offer a whale of 
a market for building 
materials, utilities, ap- 
pliances and home 
furnishings. 


has been appointed to handle | tion manager of Stuart F. Loucheim 
7 000 0 f three new accounts. They are|* © 
; rom | Stuart F. Loucheim Co., Philadel- | 

phia appliance, television and John Morrell Boosts Rusch 

_ ¥ l s, |Cclumbia Records distributor;) L.E. (Gene) Rusch has been ap- 

ABC In Job Suit Hancock Corp., Philadelphia man- pointed to the advertising depart- 

ufacturer of Quickie Speedway ment of the Ottumwa, Ia., plant of | 

New York, Sept. 1—Walter Win- mops, and C. D. Tice Lumber Co.,| John Morrell & Co. Mr. Rusch, who 


A .,_ | Williamstown, N.J. Gresch & Kra-| joined Morrell in 1939, most re- 
chell this week threatened to file : ” 
a $7,000,000 breach of contract mer also has named Cy Altman, | cently was a salesman in Grand 
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263,666 own their homes (average mar- 
ket value $23,640) 

53,361 own resort or country homes 

77,339 own income producing prop- 

erty 


313,889 Average Total Net Paid ABC (Dec. 1954) 
The Retarian, 1600 Ridge, Evanston, I Ii. 
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f , : former] sales manager of Greater : s Mich. BALLER LLU PE 
suit against the American Broad- y g | Rapids, 


casting Co., with which he parted 
company in June despite a “life- 
time contract.” 

Mr. Winchell has a verbal agree- 
ment to start a 15-minute radio 
series over Mutual at 6 p.m., EDT, 
Sept. 11. He has not made any tele- 
vision commitments. 

Sol A. Rosenblatt, attorney for 
the commentator-columnist, told 
ABC that the suit would be filed 
in a week. Winchell’s battle with 
the network started last spring 


P.A. 


© . 
over whether or not ABC’s $1,- p k 
000,000 insurance policy protected I C S a W i n ni e r 


him against libel or slander suits. 

The commentator reportedly 
wrote a letter to ABC Feb. 10, 1955, 
demanding that the network as- 
sure him of this protection or re- 
lease him from his lifetime con- 
tract. On March 10 the ABC board 
notified Mr. Winchell that he had 
been released from his contract. 

Mr. Winchell this week said he 
learned he was protected against 
punitive damages by the ABC pol- 
icy after this exchange. He told 
The New York Times: “Based on 
misinformation, I lost my job.” 
Said job on a radio-tv simulcast 
paid him $16,000 a week. The new 
assignment with Mutual will pay 
$10,000 tc $12,000 a week if it is 
sold out, he has reported. 
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® In court Mr. Winchell’s lawyer 
is expected to ask that the lifetime 
contract, which reportedly guaran- 
teed the commentator $1,000 a 
week whether he worked or not, 
be reinstated and that the ex- 
change of letters be declared in- 
valid. 

The network denied that the in- 
surance situation had been mis- 
represented to Mr. Winchell. It 
stated: 

“The facts are that he volun- 
tarily requested a release from his 
contract. After letting sufficient 
time go by, and at his urgent re- 
quest, ABC acquiesced in Mr. Win- 
chell’s request. .. Subsequently Mr. 
Winchell asked that ABC reinstate 
his previcus status. Since our con- 
tract had been terminated with 
Mr. Winchell and our relationship 
severed, it was the decision of the 
company not to renegotiate his! 
service for radio and television.” 


Peck, Adams Leave Robotham 
& Peck to Form New Agency 


Dexter B. Peck and Edward G. | 
Adams have resigned from Robo- 
tham & Peck, Hartford, Conn., and 
have formed Peck-Adams, a new 
Hartford agency, with offices at 
721 Main St. 

Mr. Peck was exec. v.p., secre- 
tary and a director of Robotham 
& Peck when he resigned. Mr. 
Adams, who joined Edward W. 
Robotham Co. in 1951, was named 
v.p. in 1954 at the time the agency 
changed its name and most recent- 
ly has been v.p. and senior account 
executive. 
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DeJur-Amsco Names Sigler 
David Sigler, former national 
sales manager of the Hermes type- 
writer division of Paillard Prod- 
ucts, has been appointed national 
sales manager of the new business 
equipment division of DeJur-Ams- 
co Corp., Long Island City, N.Y. 
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Tondu Joins Memarge Service 

F. R. Tondu has been appointed 
creative director of Lemarge Mail- 
ing Service, Chicago. He formerly 
was copy chief of the Chicago of- 
fice of Campbell-Ewald Co. 


and 


packs them in! 


Here's proof that Prince Albert's 
Grand Ole Opry network show is 
bigger, better, more popular than 


Last July 2 the Opry played to the 
biggest live audience of all time — 
8,500 persons. And more than 
12,000 additional applicants for 
tickets had to be turned away. 


For the first time in the Opry’s 29- 
year history, the entire house was 
emptied in mid-show in order to 
admit the thousands who were 
standing in line outside hoping for 
just a glimpse of the program. 


The Opry has been a mainstay of 
Prince Albert's advertising pro- 
gram for the past 17 years, and the 
record-breaking July 2 show is 


CIGARETTE TOBACCO “ i further proof that P. A. picked a 


WSM 


CLEAR CHANNEL— 50,000 WATTS 
650KC — NASHVILLE, TENNESSEE 


Bob Cooper, 
Sales Manager 


John Blair Co., 


National Sales Representatives 
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Mohr Joins Indian Head 


Sigo Mohr Jr., former sales man-| 
ager of the cotton finishing de- 
partment of Textron Inc., has been | 
named sales manager of the new) 
finishing division of Indian Head| 
Mills Inc., Whitney, S. C. Mr. Mohr} 
will make his headquarters in 
New York. 


CLIPPING IS OUR BUSINESS! 


@ Bacon’sClipping Bureau regularly reads and 
clips 3,058 business, farm and consumer publi- 
cations. Advertising managers, agencies, pub- 
licity and public relations men, researchers and 
many others from a list of over 1,000 clients, 
regularly use Bacon’s service to keep up on 
what goes on. Any subject you want, compeny 
mention, competitive ads, competitive publicity 
and research material. de our ~y~ = to — 
vide complete up-to-the-minute informatio’ 

about your business. Write for free booklet 
No. 55, “Magazine Clippings Aid Business. 


BACON’S 1955 PUBLICITY CHECKER 
Everyone who sends out publicity should 
heve one. Lists ovr 3,058 publications, 
eoch coded to show publicity used. 
Spiral bound, fobricoid, 256 poges, 
oh x 9%", $15.00. Sent on approval. 


BACON’S CLIPPING BUREAU 
343 S. Dearborn Street * Chicago 4, Illinois 
Established 1932 


'Business Paper Success Story... 


York Corp. Credits Business Paper 
Ads With Boosting Sales of Products 


Yor«, Pa., Aug. 30—The division 
of the York Corp.’s advertising and 
promotion work into two sections 
last October had a “definitely 
stimulating effect” on the com- 
pany’s operations, according to its 
ad executives. 

The two divisions are the indus- 
trial, handling larger equipment in 
the air-conditioning, refrigeration 
and ice-making lines, and the 
commercial, which handles the 
promotion and sale of smaller York 
equipment going into homes and 
business houses. 

J. Donald Smith is York manager 
of advertising and sales promotion 


for the industrial division. William 
A. Walker, before York’s division- 
alization account executive on the 
whole York operation with Brooke, 
Smith, French & Dorrance, is now 
account executive on the industrial 
end. John S. Garceau is director 
of advertising and promotion of 
the commercial division, and Jay 
Berry is account executive at the 
agency for that division. 


s For many years a leader in the 
developing field of air conditioning 
and refrigeration, York Corp. 
found the division of promotion 
along the lines referred to not only 
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Why have 27 of Miami Beach's 
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Yor K CORPORATION 
the quality name tn ar conditioning 


[ERO REET ORE foe BRR eRe eK COMP kwe bee ee Fe SPOR EATER Ce BERR e week CO wt i ne Biwee ewe 


YORK SUCCESS—This ad is typical of those run by the York Corp., 

York, Pa., in business papers for years. Company officials report 

successful ad promotions in selling air conditioning and refrigerat- 
ing through numerous business papers. 


Qo Yuu 
\ \ L-2ger READERS ? 


yes, and “live” ones, too." 


People in the rural Southwest are eager to learn 
new things . . . that’s why they are so eager to read 
the Farmer-Stockman. Every article in the Farmer- 
Stockman is loaded with helpful information that 
they can understand and put into practical use. 


logical, but practically necessary, 
because of the wide spread be- 
tween the size and the markets for 
its products. The public demand for 
air-conditioning called for much 
smaller units, marketed in differ- 
ent ways and especially advertised 
to different groups and media, than 
the large buildings and industries. 


w Hence the decision to form two 
divisions, all of course under the 
company president and headquar- 
ters staff, but each with its own 
v.p., general sales manager, sales 
force and advertising department. 
They retain in common, also, a 
pair of widely-known advertising 
slogans which the company has 
used for years, and which both di- 
visions continue to use. One is fre- 
quently shown in a logotype at the 
bottom of a page of copy—‘The 
quality name in air conditioning” 
—and similarly shown, sometimes 


“Having owned and operated a farm near Lub- 
bock, Texas, for several years and being a subscriber 
to your very fine magazine, I think I can (from ex- 
perience) make this statement: If the article is in the 
Farmer-Stockman, it is worth reading,” writes Mr. 
B.F.R., San Antonio, Texas. 


in the same copy, is the proud 
declaration, “Headquarters for me- 
chanical cooling since 1885.” 
“Yorkaire systems of air-condi- 
ditioning” are advertised to large 
buildings, such as the Empire State 
Bldg., hotels and hospitals, and also 
to steamship lines and indus- 
tries. The heavy-duty refrigeration 


~ 
aa yt The Farmer-Stockman is not “just another maga- 
“ zine” to these eager readers . . . it’s their localized 
, handbook of farming and ranching ideas. The Farmer- 
5 = 2 >) Stockman is also their handbook for buying ideas... 


ag Beg 


so to tell your sales story best to people in the rural 
Southwest. . . tell it in the Farmer-Stockman! 


*“Live’’ because they are paid-in-advance subscribers 
... mone is carried in arrears. None sold with gadgets 


or premiums. 


tho Farmor-Stociuman 
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Owned and Operated by The Oklahoma Publishing Company: The Daily Okiahoman, 
Oklahoma City Times, WKY, WKY-TV, WSFA, WSFA-TV. Represented by Katz Agency. 


the Farmer-Stockman 


OKLAHOMA CITY, OKLAHOMA © DALLAS, TEXAS 


equipment, suitable for chemical 
plants and the like, is promoted 
and sold to these and a wide vari- 
ety of other buyers. Half of all 
York’s sales are industrial. Refrig- 
eration, for example, is a big factor 
in the company’s industrial busi- 
ness, the preservation of foods on 
a large scale, from the point of 
production to the point of sale, 
being an outstanding development 
in this line. 


a The sales organization for this 
worldwide operation, including 
both divisions, has offices at 44 
points in the U, S. There are 76 
foreign offices, in virtually every 
civilized country in the world. 
Thus, the advertising has the job 
of reaching the wide list of pros- 
pects everywhere. 

In the industrial division, ac- 
cording to Mr. Walker, three dif- 
ferent campaigns were pushed 
from the beginning of the new set- 
up. One was devoted to air-condi- 
tioning, another to refrigeration, 
and the third to marine require- 
ments. 

As the agency executive ex- 
plained it: “In air-conditioning the 
theme is an attempt to explain to 
the fields covered what we mean 
by quality in air-conditioning, in 
ways that can benefit the user, and 
illustrate the idea by an outstand- 
ing situation, such as the spread 
showing the Miami Beach row of 
hotels, 27 in number, all equipped 
with Yorkaire. 

“In refrigeration, there is also 
emphasis on the high quality of 
York equipment, with the idea of 
helping the buyer to choose wisely. 
Case-history copy helps to get the 
story across by the use of material 
about buyers who are outstanding 
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in the field. 

“In the marine field, where the 
campaign is strictly of the case- 
history sort, there are some amaz-_ 
ing examples of York installations, | 
with corresponding emphasis on' 
the quality theme, as in the spread 
featuring the fact that 265 out of 
271 U. S. Navy submarines were 
equipped by York. 

“The advertising by the indus- 
trial division and by the commer- 
cial division also has been notably 
successful in arousing interest 
among buyers as well as enthusi- 
asm among the sales force,” con- 
cluded Mr. Walker. “The company 
had certainly been doing all right 
for a good many years, but the 
‘new look’ in the advertising which 
began around the first of the year 
created real excitement, and, as I 
said before, a sort of momentum 
which is carrying on in fine fash- 
ion. Of course, as the list of busi- 
ness papers in use shows, they are 
clearly to be credited with much 
of the effectiveness of the industri- 
al campaign.” 


ws The industrial line is produced 
at the York plant in West York, 
Pa., with 845,000 square feet of 
space. Pages or more are used in 
the advertising, for the most part 
on an every-issue basis, with 
spreads where such smashing copy 
is used as that relating to the Mi- 
ami hotels or the Navy submarines. 
One rather unusual layout, on au- 
tomatic ice makers for poultry 
plants, was of two and a third 
pages, specifically designed to be 
cut out and filed by architects in- 
terested in this highly technical 
problem. 

In addition to a dozen annuals 
in various industries, including 
Sweet’s Catalog Service, three 
broad-circulation media with ex- 
ecutive readership are used— 
Business Week, Fortune and News- 
week—and the following business 
papers: Air Conditioning, Heating 
& Ventilating; American Egg & 
Poultry Review; Architectural For- 
um; Architectural Record; Chain 
Store Age (administration execu- 
tives combination); Chemical En- 
gineering; Commercial Refrigera- 
tion & Air Conditioning; Food En- 
gineering; Heating, Piping & Air 
Conditioning; Hotel Management; 
Industrial Refrigeration; Marine 
Engineering; Marine News; Me- 
chanical Contractor; Modern Hos- 
pital; National Provisioner; Quick 
Frozen Foods; Refrigeration Serv- 
ice & Contracting, and Skyscraper 
Management. 


Beaumont & Hohman Boosts 
Bettiker; Staples Resigns 

I. C. Bettiker, formerly v.p. and 
manager of the Detroit office of 
Beaumont & Hohman, has been ap- 
pointed a regional v.p. of the 
agency. He transferred to the 
agency’s Chicago office Sept. 1 to 
head new business activities. Mr. 
Bettiker also will supervise the 
Detroit office and will continue as 
an account executive for the Mich- 
igan Tourist Council and the Great 
Lakes Greyhound Lines. Charles 
Snell, who joined Beaumont & 
Hohman in 1948, has been named 
Detroit office manager. 

Jim Staples, manager of the Los 
Angeles-Hollywood office of Beau- 
mont & Hohman for the past four 
years, has resigned, effective Sept. 
10. Frank Scharrer, formerly with 
the merchandising and copy staff 
of Young & Rubicam, succeeds Mr. 
Staples, who has not announced 
his future plans, 


Poly-Choke Names MacDonald 

Poly-Choke Co., Hartford, Conn., 
maker of adjustable shotgun 
chokes, has appointed Mrs. Sheila 
B. MacDonald advertising manager. 
Mrs. MacDonald formerly was an 
account executive with Julian 


Gross Advertising Agency, Hart- 
ford, and before that was with 
Ruthrauff & Ryan, Ted Bates & 
Co. and Murray Breese Associates, 
all in New York. 


Fir Door Institute Elects 


The Fir Door Institute, Tacor 
promotion agency for fir doors * 


reelected Robert N. Kelley « 


Wood Working Co., Portlam. .es- 
ident. Other officers are Joseph H. 
Manley, Washington Door Co., Ta- 
coma, v.p.; Hal McClary, Simpson 
Logging Co., Shelton, Wash., sec- 
retary, and Frank Clarke, Clear 
Fir Sales Co., Springfield, Ore., 
treasurer. Ben T. Cardinal is man- 
aging director. 


Dior, Cole of California Tie Up 

Christian Dior, French couturier, 
has entered an agreement to design 
a beachwear collection for Cole of 
California, Los Angeles. The swim- 
suits, which will carry a Cole-Dior 
label, will be available in the stores 
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in late fall. The new line will first 
be available in the U.S. and Can- 
jada and will then be produced in 
Cole plants in Australia, New Zea- 
land and South Africa. 


New York, and will distribute a}and pajamas 
line of shirts, neckties, underwear | name. 


under the Stetson 


$10.00 
FOR TEN 
SECONDS 


Hearst Boosts Miller 


John R. Miller has been named 
v.p. and circulation director of 
Hearst Magazines, New York. Mr. 
Miller, who joined Hearst in 1934, | 
previous to his new appointment | 
was assistant treasurer of Hearst 
Corp. and assistant general man- 
ager of Hearst Magazines. 


Now get move- 
ment on your TV 
slides for almost 
the same cost as 
still slides. 


‘Send for sample 
reel and descrip- 
tive literature. 


Stetson Buys Stetson Rights 
John B. Stetson Co., Philadelphia | 
maker of men’s hats, has pur-| 
chased the trademark rights for-| 
merly held by Stetson Shirt Co.,| 


357 W. 44th ST., NEW YORK 


This GM giant’s 


immediately after World War II gave the city 


at Atlanta 


coming into the Atlanta area 


a great-economic lift. 94,073 Buicks, Olds- 
mobiles and Pontiacs rolled off the line here 


in 1954. The -1,156,000 sq. ft. assembly plant 
has announced an expansion of 147,000 sq. ft. 
more. Annual payroll is $14,589,000. 


The Atlanta Journal-Constitution last year 
carried 127,374 lines of Buick, Oldsmobile and 
Pontiac divisions advertising (GM divisions 


totalled 311,295 


using the South’s largest newspapers. 


Che Atlanta Zournal 


Covers Dixie Like the Dew 


THE ATLANTA CONSTITUTION 


The South’s Standard Newspaper 


lines). Sell your products by 
Represented by Kelly-Smith Co. 


Circulation: 436,403 Daily * 492,738 Sunday (4.8.C. 3/31/55) 
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Are you so busy counting 

pennies that you miss get- 

ting true value for your 

| dollars? Under today’s con- 
ditions we are all concerned 
with costs but when you 

buy engravings or electro- 
typing by price alone, you 
must sacrifice something— 
quality or service! 

Actually whether you use 
Pontiac’s six service indi- 
vidually or collectively you 
get personal attention from 
a group of men, each of 
whom is a specialist in his 
field. And Pontiac’s 40 years 
nf experience assures you 


DIRECT CAMPBELL-MITHUN OFFICE-—Phelps Johnston (right), v.p. and 
senior account supervisor, and Bowman Kreer, v.p. and creative 
director, have been named co-manayers of the Chicago office of 
Campbell-Mithun, following resignation of Don S. Manchester, who 
was manager of the office. Mr. Johnston joined Campbell-Mithun 
in 1951 after 14 years with Batten, Barton, Durstine & Osborn. Mr. 
Kreer, who is president of Chicago Federated Advertising Club, 
was v.p. and creative director in the Chicago office of McCann- 
Erickson before joining C-M last year. 


Delta Ads Put on 
Power to Promote 


Home Power Tool 


PiTTsBuRGH, Aug. 31—What the 
advertiser believes is the biggest 
advertising campaign ever given a 
power tool line will be kicked off 
this fall by Rockwell Mfg. Co., 
Pittsburgh, for Delta tools. 

Delta will combine national con- 
sumer and industrial campaigns 
with one basic theme: “Make up 
your own mind about the power 
tools best for you.” The slogan and 
following copy advises, “Don’t be 
sold... get the facts.” 

Ads will run in Better Homes & 
Gardens, Homecraft & Home Own- 
er, Home Craftsman, Popular Me- 
chanics, Popular Science and 
Saturday Evening Post. All of the 
basic line of Homecraft tools will 
be illustrated and described. While 
prices are not listed, copy points 
out that “Delta quality costs no 
more.” 


® In October, ads in all industrial 


magazines on the Delta schedule— 


in metalworking, woodworking, 
general industrial and commercial 
markets and_ construction—will 
use the new theme, with support- 
ing case histories. 

Industrial ads will offer a new 
eight-page booklet, “Don’t Be 
Sold—Make Up Your Own Mind 
About Machine Tools Versus Pow- 
er Tools.” Consumer ads will use a 
coupon to offer a new tabloid-size 
Homecraft catalog designed a- 
round the new theme, a Delta cat- 
alog, and the name of the nearest 
Delta dealer. 

Marsteller, Rickard, Gebhardt & 
Reed, Chicago, is the agency. 


Benjamin Katz Adds Three 
Benjamin Katz Agency, Phila- 
delphia, has been appointed to 
handle advertising, public rela- 
tions and publicity for three new 
accounts. They are Hancock Chem- 
ical Co., for Will Kill 
cides; Metal-Lite Aluminum Prod- 
ucts Co., for aluminum window 
and jalousie components, and the 


Radio-Television Technical School charter service which might have | 


of Allentown. 
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‘This Week in Washington... 


Air Coach Pioneer 


By Stanley E. Cehen 
| Washington Editor 

WASHINGTON, Sept. 1—With three 
big trunk carriers advertising $80 
transcontinental air coach flights, 
the non-scheduled “independents” 
who pioneered low-priced flying 
are in trouble. 

Except for free meals aloft, the 
big trunk carriers with ultra mod- 
ern DC-7s are offering virtually 
ithe same deal as the independents. 
Already the independents are suf- 
fering a sharp drop in inquiries 
about flights after Sept. 12, when 
ithe new rates are supposed to be- 
lcome effective. 
| Somewhat sadly the Aircoach 
‘Transport Assn., which speaks for 
the independents, points out that 
the rate cut by three trunk lines 
is “dramatic proof” of what inde- 
‘pendent airlines can mean to the 
public. 


‘a 


“Low rate service by six or 
eight independent planes flown by 
the North American and Safeway 
‘groups brought down charges by 
TWA, United and American with 
‘scores of planes,” the association 
observed. 

| Independents are still hoping 
something will turn up to prevent 
the trunk lines from putting the 
‘$80 fare into effect. They point out 
that the trunk lines would be of- 
fering lower fares on _ transcon- 
tinental runs where they face in- 
‘dependent competition than on 
shorter runs where they compete 
‘only among themselves. They fig- 
ure this is a “discrimination” 
which inland cities may resent, 
and which the Civil Aeronautics 
‘Board should not ignore. 


New Market: While independents 
are uneasy about their future in 
the transcontinental air coach 
field, they are hopeful about a new 


‘a big impact on travel and trans- 
portation habits. 
| If the Civil Aeronautics Board 
‘says “Yes,” as now anticipated, 
independents would establish a 
central flight clearance system 
for civilian flights. As currently 
used for military charter flights, 
this system enables individual 
companies to exchange planes and 
eliminate empty ferrying which 
runs up costs. 

A whole plane, a half, or even a 


s Face Rough Ride 


part of the area was 26.2%, where- 


as from the New Jersey part the 
percentage was only 10.5%. 

The report also shows that 34.5% 
of the people in New York City 
live in one borough and work in 
another, while another 5.5% live 
in New York and work outside the 
city. 

- . 


Upcoming: General Services Ad- 
ministrator Edmund F. Mansure 
may decide to branch out into pe- 
riodical advertising in an effort to 
bring the government a better re- 
turn for the industrial plants, 
military camps and other real 
property it is currently putting on 
the market. 

Routine government require- 
vents are satisfied when invitations 
to bid are mailed to interested 
prospective buyers. But there has 
been a spurt recently in the amount 
of surplus property up for sale, 
and GSA recalls that advertising 
did a good job for Uncle Sam dur- 
ing the post-World War II liquida- 
tion. 

If and when GSA decides to ad- 
vertise, chances are that individual 
regional offices handling property 
‘sales will make their own arrange- 
iments with local advertising agen- 
‘cies. 


Chore: After suspending business 
for the month of August, members 
of the Federal Communications 
‘Commission are back at their desks 
ready to come to grips with the 
u.h.f. problem. (See story on Page 
3.) 

The newest panacea promoted in 
the broadcast industry proposes to 
let unhappy u.h.f. operators swap 
their outlets for limited-power 
v.h.f.s. Existing v.h.f.s, which have 
‘most of the network affiliations, 
| would be untouched. 
| This appealingly simple plan 
has two weaknesses. Underdog 
u.h.f.s know that limited-power 
hepa will also be underdogs when - 
it comes to getting network affilia- 
tions and other essentials of suc- 
|cess. Moreover, someone is sure to 
jcomplain that the public interest 
‘cannot be advanced in the long run 
by an easy answer which tends to 
confine tv to 12 channels. 

” « - 

Export: While most Federal 
Communications Commissioners 
‘tried to regain perspective by “get- 


Mist aes Me 
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fourth of a plane would be char- | ting away from it all,’ Commis- 
tered at rates which would amount sioner Robert E. Lee worried with 
§ to about $50 per seat for transcon- ‘uhf. throughout August. 

§ tinental flights. Convention groups| Early in the month he toured 
Sand companies which need fast\agency row on Madison Ave. and 
=” transportation for trade shows or interviewed time buyers in an ef- 


exhibits would make up part of fort to find out whether advertis- 


of top quality and true 
value for your money. 

You owe it to yourself to 
investigate our remarkable 


Qualify the cir- 
culation of the 
publications you 
advertise in the 
same way your sales- 


facilities—call or write. 


PONTIAC 


812 WEST VAN BUREN ST. 
CHICAGO 7, ILLINOIS 


call Seg 


HA 1-1000. 


men qualify the men 
they'll call on- by their 
ability to buy. 


National Petroleum News’ 


marketing channels. 


all-paid circulation beats all “™ 
others in that all-important qualifi- ' 
cation test for selling oil marketing equipment and TBA. 

NPN’s subscribers are the nation’s biggest buyers of oil marketing 
equipment and TBA: the oil marketing management men (in both 
major and independent companies) who build, maintain and operate 
all oil marketing facilities; huy trucks, pumps, tanks, compressors, 
lubrication equipment, service tools, cash registers, accounting ma- 
chines and systems, lifts, hose, lighting, meters, any and all types of 
equipment used to build, maintain and operate bulk storage plants 
and service stations; own the pumps, storage tanks, compressors, 
ete., used by most gasoline retailers; direct the marketing of tires, 
batteries, accessories and other consumer items sold through oil 


the potential market. | 
| * * 7 | 


Commuters: Census Bureau has 
come up with what it believes to 
be the first national estimate of | 
the number of workers who com- 
mute from suburbia to their jobs. 
On the basis of sample studies) 
made about a year ago it says 
about one-seventh of American 
workers are employed in a county | 
different from the one in which| 
they live. 

The percentage is higher in the) 
communities adjacent to standard | 
metropolitan areas. While nation-| 
ally 14.1% of the workers move| 
from county to county enroute to 
work, 18.7% move from outlying 
county to central county in the 


ational 


ews 


THE McGRAW-HILL MAGAZINE OF Oil MARKETING 


etroleum © 


NPN Factbook published as a 13th issue in May 
330 West 42nd Street, New York 36, N. Y. LOngacre 4-3000 


metropolitan area districts. 

| The report (Series P-20, No. 60) 
has some special data on the New 
York-Northeastern New Jersey 
region. The 344,000 workers in 
‘the outlying counties of this region 
who shuttle into New York consti- 
tute only 15.7% of the workers 
who live in these outlying counties. 
‘The percentage commuting to New 


Established 1909 + Published monthly 
All-paid, audited circulation 


‘York from the New York State 


ers have legitimate reasons for 
avoiding u.h.f.s. Later he toured 
St. Louis in an FCC mobile truck 
in order to measure the signal in- 
tensity of u.h.f. transmitters in 
various parts of the city. 

7 e ~ 


Outrage: There have been angry 
repercussions in the food industry 
because Vice President Nixon was 
photographed recently with an 
easily identified brand of ice 
cream stick. And last week, Presi- 
dent Eisenhower himself smiled 
from newspaper pages, in the act 
of pausing to refresh himself from 
a pinch-waisted bottle which any 
child could recognize as a certain 
widely advertised brand of soft 
drink. 

Oh, the injustice of it all! 


Ward Promotes Naylor 

L. O. Naylor has been appointed 
retail merchandise manager of 
Montgomery Ward & Co., Chicago. 
Mr. Naylor, formerly regional 
manager of the Chicago region, 
succeeds V. L. Jenkyn, who has 
rejoined the company’s New York 
buying office. 
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would you call this 
A lead...or a 
run-away? 


WASHINGTON, 


op. <. 


DEPARTMENT STORES: 


Linage Distribution first 7 months 1955—Media Records 


The Washington Star 
5,509,255 LINES OR 


54.1% 


The Post-Times Herald 
3,012,602 LINES OR 


29.6% 


Washington Daily News 
1,660,991 LINES OR 


16.3% 


en 


If you were looking for an acid test of a news- 
paper’s pulling power, you could hardly find a 
better one than department store advertising. It 
provides a positive check of results within a day 
or two. It leaves no room for alibis. 


In Washington, D. C. there is not the slightest 
question about which newspaper consistently 
produces the most business the year ’round. It is 
evident in the figures. 


For the first seven months of the year, 54.1% of 
all department store advertising in Washington 
was placed in The Star. The Post-Times Herald 
trailed far behind with 29.6%. Virtually the same 
story repeats itself in men’s and women’s spe- 
cialty store advertising. 


As we are constantly pointing out, it 7s a family 
habit in Washington to shop the ads at home in 


the evening in The Star. 


he Washington Star 


EVENING AND SUNDAY 


WASHINGTON, 


Represented nationally by: O’Mara and Ormsbee, Inc., 420 Lexington Ave., NYC 17; Chicago — Detroit — Los Angeles — San Francisco 


Special Florida representative: The Leonard Co., 311 Lincoln Road, Miami Beach, Florida 
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3 or more children —48% 


of the people, 15 years or older, in households with 
three or more children, in New York City & suburbs 


are News readers — 


. . Whatever age group, income bracket, income level, 
social status or consumer type you crave to sell, 
The News with 4,780,000 daily readers can introduce 
you! At a lower cost! Which is why you should see 


Profile of the millions 


Most illuminating readership study ever made! Based 

on 10,349 personal interviews. W. R. Simmons & Associates 

Research, Inc. made it. Visual presentation only 

by appointment. Just call any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) 


‘ae a 0 
Canadian whisky drinkers -4 A 
of adults in New York City & suburbs, who 
served Canadian whisky in the past month 


are News readers- 


.. And why not? When the 4,780,000 daily readers 
of The News include more people with good jobs, 
high incomes, their own homes, high and medium priced 
cars—than any other New York City newspaper has? 
For new data on New York newspaper readership and 
buying habits, see the significant research study — 


Profile of the millions 


Shown in visual presentation to advertisers and 
their agencies. Inquire any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) 


o eae = a 
Air conditioning units-32.% 
of the adults living in New York City & suburbs 
who own a home or office air conditioning unit 


are News readers- 


.. There are 4,780,000 Daily News readers. They 
have more jobs, incomes, homes, cars, appliances, buy 
most of the groceries, drugs, toiletries, clothing 

. and buy the best—as you'll see in the most 
informative study ever made of New York newspaper 
readers of all ages, both sexes, every income group— 


Profile of the millions 


Now being shown to advertising executives, in visual 
presentation. See it! Call any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) 


Sans Sets, Users 
Buy Antennas to 
Impress Neighbors 


100 showing an outdoor tv antenna 


| working sets inside the car, 


PHILADELPHIA, Aug. 30—Not all 
homes whose rooftops are adorned | 
with television aerials have tv sets, 
and not all autos with radio anten- 
nas actually convey music—and 
commercials—to drivers and pas- 
sengers. 

Snyder Mfg. Co., one of the na- 
tion’s largest manufacturers of tv 
and auto radio antennas, made a 
year-long survey to determine just | 
what the “phony” antenna situa- 
tion was. They used their distrib- 
utors and field men and came up 
with the following: 

A total of 7.3 homes out of every 


do not have working television re- 
ceivers. 

Of 100 automobiles with radio 
antennas, about 12.1 do not have 


Ben Snyder, president of the 
company, explained the term “non- 
working” to ADVERTISING AGE as 
follows: 

1. American citizens like to be 
part of the public parade. Sc, he 
said, some of them merely erect 
antennas to give their neighbors 
the impression they have a re- 
ceiver, without incurring the cost 
of a receiver. 

2. Some families have old sets 
which went bad and have not 
been repaired or replaced. The an- 
tennas are still up. The latter 
group comprises about 1.7 homes 
out of each 100 surveyed. 

3. About .2 out of 100 homes, 
however, anticipate installing tele- 
vision receivers, he said, or are 
waiting for color sets. 


= In the auto radio antenna sur- 
vey, the 12.1 cars out of 100 with 
phony antennas are operating lit- 
erally with dummy antennas and 
not with broken down radios that 
do not work, he said. 

The result of this finding is that 
Mr. Snyder is now producing a 
“Tenna Phoney” for dummy in- 
stallations. 

“This seems to be a growing fad 
among young motorists,” ex- 
plained Mr. Snyder, “especially 
youngsters with new cars or with 
hot rods, who just can’t afford a 
car radio.” 


Jones to Harrington-Richards 


Lew Jones has resigned as media 
director in the San Francisco office 
of Foote, Cone & Belding to join 
Harrington-Richards, San Francis- 
co, as an account executive. Har- 
rington-Richards also has appoint- 
ed Marcelee Sanders, formerly 
with Richard M. Meltzer Inc., to its 
media department. 


Siebel Sons’ Names Kastor 


J. E. Siebel Sons’ Co., Chicago, 
consulting engineers for the brew- 


ing industry, has named H. W. | 


Kastor & Sons Advertising Co. of 
Chicago to handle its advertising. 
Also included in the account is 
the Siebel Institute of Technology, 
which trains brewmasters. 


Boccard, Dunshee Adds One 


Untiedt Homes, Denver home 
builder, has named Boccard, Dun- 
shee & Jacobsen Inc., Denver, to 
handle its advertising. Local media 
will be used for projects in metro-. 
politan Denver for Untiedt Build- | 
ing Co., Westminster Building Co. 
and Kenton Land Co., subsidiaries 
of Untiedt. 


| 

Eureka Williams Names Lefton 
Eureka Williams Co., Blooming- | 
ton, Ill., has appointed the Chicago | 
office of Al Paul Lefton Co. to 
handle advertising for Eureka vac- 
uum cleaners and Williams home 
heating products. Henry M. Hemp- 
stead Co., Chicago, formerly han- 


dled the account. 


~ 
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Fe deral 


Sonne me ee ee men terre a ee ; 


INSURED 
SAVINGS 


PRISM PREMIER—This sign represents the first use of plastic prisms 
in a spectacular in Salt Lake City. The Prudential Federal Savings 
sign is 30x51’ and uses a total of 42,900 plastic prisms to create bril- 
liant shimmering light even in full daylight. Construction of the 
sign was handled by Harris Advertising Agency through Pabst 


Prism Sign Co., 


Oakland, Cal. 


Consumer Credit 
Is Within Safe 
Bounds, NCFA Says 


New York, Aug. 30—America’s 
consumer credit, now at $30 bil- 
lion, is “well within safe bounds,” 
according to the National Con- 
sumer Finance Assn.’s annual sur- 
vey. 

The vast majority of govern- 
ment and private economists are 
confident that, barring a highly 
unexpected and drastic recession, 
the danger of over-extended credit 
is more of a bogeyman than a 
reality, the report says. 

While both public and private 
debt in the U. S. have increased 
about 50% since 1945, the nation’s 
gross national product has _ in- 
creased at a faster pace—by nearly 
70%—and consumers’ net assets, 
including liquid savings, stand to- 
day at an estimated $650 billion— 


more than six times the debt’ 


figure. 

Thus, the survey says, the credit 
market is simply “keeping pace 
with the nation’s economy as a 
whole.” 


® The survey also points out that 
the reasons for borrowing have 
changed materially: Formerly 
people borrowed out of necessity; 
today they feel their economic 
prospects are good enough to war- 
rant their carrying more debt in 
order to raise their standard of 
living. 


| The consumer finance industry, 
‘which deals exclusively in cash 
instalment credit and serves one 
out of every seven American 
families, or some 10,000,000 people, 
will pour $3 billion into the na- 
tion’s economy this year, the 
survey predicts. This will be a 
5% increase over last year. 

This 1955-56 edition of “Con- 
sumer Finance Facts and Figures” 
has been issued in advance of the 
4lst annual convention of the 
NCFA, to be held Oct. 5-8 at the 
| Statler Hotel, Boston. 


P&G Adds Young Foods 


Procter & Gamble Co. has ac- 
quired W. T. Young Foods, Lex- 
ington, Ky., processor of peanut 
butter and salted peanuts marketed 
under the trade name Big Top. The 
new P&G subsidiary will continue 
with no changes in personnel or 
operations. 


YOU CAN'T PREDICT 
f the day when someone 
will accuse you of 


LIBEL OR SLANDER 


ADVERTISERS * AGENCIES * CLIENTS 
all can have 
INSURANCE 


against this hazard, at very little expense. 
It's smart to have our special policy — 


AND BE PROTECTED 
WRITE FOR DETAILS AND RATES 
EMPLOYERS REINSURANCE 
CORPORATION 


INSURANCE EXCHANGE © 
| KANSAS CITY, MISSOURI 


hi 


you have ever 


“THE PICTURE'S THE 


visited our plant, 
or seen our color movie, 


THING,” 


you know how much 


hand craftsmanship 
goes into making 
fine photoengravings 


for America’s 


most distinguished 


advertisements. 


COLLINS, MILLER & HUTCHINGS, INC. 


333 WEST LAKE STREET, AT WACKER DRIVE 


CHICAGO 6, 


ILLINOIS 


letterpress * gravure 
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Westinghouse Drops Fair Trade; Says 
Conditions Make It ‘Unenforceable’ 


(Continued from Page 1) 

Westinghouse will now deliver 
its appliances with suggested re- 
tail prices. At the same time, the 
company announced price _ in- 
creases ranging from 4% to 10% 
on its toasters, sandwich grill and 
waffler, and fans. 

Mr. Anderson said Westinghouse 
expects that “some distributors 
may elect to discontinue our lines.” 
But he added, “Since we in no way 
intend to vary from our long-time 
policy of building quality products, 
strongly promoted, and competi- 
tively priced, we believe that most 
distributors will want to continue 
with us.” 


® Mr. Anderson also announced 
that Westinghouse is conducting a 
review of its distributor organiza- 
tion and has laid plans for an in- 
tensive campaign “to more aggres- 
sively promote the Westinghouse 
line of electric housewares and 
bed coverings.” 

No details of the forthcoming 
campaign were made available. 

The entire Westinghouse ad pro- 
gram is currently being reformu- | 
lated, following the appointment | 
of McCann-Erickson to handle all 
consumer products advertising. 


McCann-Erickson took over the | 
consumer accounts July 15 and, | 


with the exception of the major 
appliance division, is servicing 
them from New York. Major ap- 
pliance accounts are being serv- 
iced from Cleveland. 

Fuller & Smith & Ross, which 
previously handled print and out- 
door for Westinghouse, now serv- 
ices the industrial and apparatus 
divisions. 


® There was much speculation in 
the trade as to whether General 
Electric will follow Westinghouse 
out of the fair trade camp. The im- 
mediate answer was a strong “no.” 
W. H. Sahloff, v.p. and general 
manager of GE’s small appliance, 
division, said Westinghouse’s move | 
“will have no effect on our fair | 
trade enforcement program.” 

GE, like other companies com- 
mitted to fair trade, has sunk a| 
considerable sum into enforcement. 
The company reported earlier this 
year that it had spent $500,000 in 
1954 on enforcing fair trade prices 
and will spend $750,000 this year. 
Mr. Sahloff said yesterday that the 
small appliance division has filed 
1,274 legal actions against alleged 
violators of GE fair trade prices. 


® GE startled the trade last fall 
when it abandoned suggested list 
prices for most of its major ap- 
pliances. It also dropped price list- 
ings in its national advertising of 
major appliances. At that time, it 
was explained that GE wanted to 
give its dealers price flexibility and 


thus help them to fight the dis-| 


count houses. 

Both Westinghouse and GE 
agreed yesterday that small ap- 
pliance sales are currently in a 
healthy state. Westinghouse re- 


ported that its electric housewares | [ 


sales are running 10% to 15% 


ahead of last year, and GE said its | | 
small appliance division was 27% | 
ahead of last year in the first six || 


months. 


® John Anderson, president of the | | 
American Fair Trade Council, said | | 


he was surprised by Westinghouse’s 
move, but added, “We feel that 
Westinghouse will return to fair 
trading its products as soon as the 
fair trade amendment is enacted 
to give them and their customers 
protection against the circus-type 
of discount house that thrives by 
merciless liquidation of the hard- 
earned good will of an honest man- 
ufacturer.” 

In New York, Master’s Inc., one 


of the largest discount operations 
in the area, stated that the West- 
inghouse move “is a clear indica- 
tion that fair trade is actually 
dying a faster death than many 
people realize.” A spokesman for 
the discount house said Westing- 
house had taken “the realistic 
step.” 


® William E. O’Brien, v.p. of the 
Toastmaster Products division of 
McGraw Electric Co., Elgin, IIL, 
issued the following statement on 
the Westinghouse move: 
“Toastmaster has always be- 
lieved that a sound price main- 
tenance policy is in the best inter- 
est of all of Toastmaster’s many 
distributors and retailers. We feel 
that only through such a policy can 
these distributors and retailers be 
assured a fair margin of profit. 
The decision by Westinghouse will 
have no effect on Toastmaster pol- 
icy in this area. We will continue 
to enforce the fair trade prices of 
Toastmaster appliances in every 


| case.” 


‘® Al Bernsohn, managing director 
of The National Appliance & Radio 
Dealers Assn., told AA that West- 
inghouse’s decision to abandon fair 
trade prices on electric housewares 
and automatic bed coverings “will 
‘have no major effect on the fair 
|trade program in the portable ap- 
pliance field, or on Westinghouse’s 
standing in the market.” 

“IT am confident that this does 
not mean that Westinghouse will 
dump all of their products on the 
market promiscuously,” Mr. Bern- 
‘sohn said. “They have good chan- 
‘nels of distribution, and will be 
selective about who their dealers 
will be. I do feel, however, that 
this move is unfortunate from the 
standpoint of some appliance deal- 
ers.” 

Mr. Bernsohn denied that other 
major appliance manufacturers 
‘would follow Westinghouse’s ex- 
‘ample. He pointed out that General 
Electric, Sunbeam and Toastmas- 
‘ter are conducting tight fair trade 
programs, and have been enforcing 
‘the programs in states where fair 
trade is recognized. 


Brown & Staff Name Three 


Byron H. Brown & Staff Inc., 
Beverly Hills, has named three 
new executives. Ben Sussman, for- 
merly art director of the Valley 
Times, San Fernando Valley, has 
been named production manager. 
Wanda S. Matthews has been pro- 
moted to assistant to the president 
and office manager and Evelyn 
Clark, formerly with Frank J. 
Miller Advertising, has been 
named comptroller. 


WILLIAM ALAN RICHARDSON, who has 
been editor of Medical Economics, 


national business magazine for 
physicians, since 1933, has been 
elected president of Medical Eco- 
nomics Inc., Oradell, N.J. He suc- 
ceeds the late Dr. H. Sheridan 
Baketel, former president and edi- 
tor-in-chief. 


JEEPS IN 3-D—A Series of 3-D outdoor displays near the Willys Mo- 

tors main plant, at Toledo, portray the ability of the Jeep to handle 

a variety of farm chores. Equipped with post hole digging attach- 

ment, the Jeep in this display is posed with a fence erecting scene. 

The series of “live” Jeep tie-ins is made possible by the display’s 
eight-foot wide runway. 


Department Store Sales... 


9% Gain Shown in Week Ended Aug. 27 


WASHINGTON, Sept. 1—Depart- 
ment store sales across the U.S. 
were 9% ahead of 1954 for the 
week ending Aug. 27, the Federal 
Reserve Board reports. 

For the four weeks ending Aug. 
27, sales were 6% ahead of the 
previous year, and year-to-date 
sales were 7% higher. 

All 12 FRB districts showed 
gains for the week ending Aug. 27, 
according to the Federal Reserve 
Board. Gains were as follows for 
the individual districts: Boston, 
5%; New York, 4%; Philadelphia, 
8%; Cleveland, 16%; Richmond, 
11%; Atlanta, 10%; Chicago, 7%; 
St. Louis, 13%; Minneapolis, 4%; 
Kansas City, 6%; Dallas, 7%, and 
San Francisco, 6%. 


% Change from ‘54 
Week Ending 


Federal Reserve Aug. Aug. 
District, Area and City 13 2 


UNITED STATES. _ .......0000:00000 + 3 + 6 
PN TD ihe ctassemnenns —3 —13 
Metropolitan Areas 
Boston —13 
Downtown Boston aha —12 
Suburban Boston .............. —15 
CaMbrd Pe  ...cscccccsessrerevenee +5 —9 
Quincy +3 —18 
Lowell-Lawrence _ ........0000 +6 — 6 
Cities 
ae —3 —22 
POOTRGD  cnctencsntntepstsercernees — 686 —it 
New York District .............. ~ = 5 —1 
Metropolitan Areas 
TID secssncesseesestoscnccscscevcvccee —4 +2 


Jersey —1 
Newark le 
New York . —i1 
Rochester . —10 
BYPRCUBS  cccoccscsesecsssssececrecscecese +1 
Philadelphia District ............ 0 + 6 
Metropolitan Areas 
WIM IN GON eoeecsecsvecsveessneeenne r—9 +15 
Trenton —3 +10 
Lancaster r—18 +17 
Philadelphia  ........ccss:ssseee +3 +6 
Reading +1 + 
III. disstcsececrcercessesesssizcanes —14 —°o8 
Wilkes-Barre—Hazleton .,. r— 2 +6 
Cleveland District ...........0 +7 + 9 
Metropolitan Areas 
SIRE cecncnserciitnnerestcorne —18 +17 
Akron +6 +080 
CID ss ctersisnnstinstscsoceccecets 0 +4 
CROVEIATA  cnrccccrccessersseoressoerecee +6 +3 
CORBIS ccccernccsscscccccesccccscses +2 +4 
Toledo +15 +14 
Erie 417 +4 
Wheeling-Steubenville +5 +7 
City 
Pittsburgh +13 +19 
Richmond District ................. r— 8 + 8 
Metropolitan Areas 
, SEE . r+ 1 +14 
Downtown arene r— 1 +12 
Baltimore  ......0.000 ww =D —3 
pS A - 6 +4 
Atlanta District 2.0.0.0... r+l1l +14 
Metropolitan Areas 
Birmingham  ...ccccccccceccseoee a +11 
FTACKSONVIN!]  2.....csceresesersseee +10 +16 
Atlanta +1 + 6 
Augusta —7 ° 
New Orleans necccccccccccccccee $10 +4 
NE ees +30 
DT. cciminattnnmame oo +19 
City 
a, ee +17 
Chicago District .................... +4 +8 
Metropolitan Areas 
ee . —1 0 
Indianapolis ....... . +1 +é4 
Detroit +13 + 6 
EE a +3 —3 
St. Louis District .................. + 3 + 6 
Metropolitan Areas 
Og aE +19 +7 
J a +3 
St. Louis +2 +5 
Memphis +32 +5 
Minneapolis District .......... . +2 —? 
Metropolitan Areas 
Minneapolis-St. Paul ....... +2 —-8 


Department Store 
Sales Barometer 


Change From 1954 


Week Ended e +9% 
Aug. 27, 1955 


Jan. 1 to 
Aug. 27, 1955] 9} +7% 
Minneapolis City ......... — +2 —1 
oath ET +1 —2 
Cities 
Duluth-Superior ...... - r+ 6 — 8 
Kansas City District .......... -~ +4 + 0 
Metropolitan Areas 
Denver r+16 0 +- 
Topeka +5 +17 
Wichita r— 2 +6 
SE. DOB UIIE, «scccesecenccsccssosesctnscense —12 +18 
Albuquerque ..... 
Oklahoma City +10 +18 
Tulsa —2 
City 
BOG IUD  cscsseepenresescechesrvenn —1 
Dallas District 0... +8 +117) 
Metropolitan Areas 
Dallas +5 +19) 
El Paso 0 +20 
ee ~ +86 + 8 
Houston +10 +9 
San ANtonl wrccceereseeressesseseves T+ 8 +15 
Sam Francisco District ........ +6 r4+1 
Metropolitan Areas 
LOS ANBeleS ......ce0ersceeesveeee +7 + 6 
Downtown Los Angeles. —-¢ —1 
Westside Los Angeles .... + 6 + 6 
SACTAMENLO ervereseerereeeeservenee +7 + 3 
San Die Zo onccerseoseee +7 +7 
San Francisco-Oakland .. om © +8 
San Francisco City ......... —2 +7 
Oakland CIty cece a + 4 +11 
San Jose +16 +20 
Portland +6 +9 
Salt Lake City... .~ +9 +12 
Seattle + 3 + 2 
Spokane + 6 0 
Tacoma +2 +15 
r—Revised. 


*—Data not available. 


Whitebrook, Statf 
and Accounts Move 


to Kastor, Farrell 


New York, Sept. 1—Lloyd G. 
Whitebrook, who has been operat- 
ing his own agency about 18 
months, will join Kastor, Farrell, 
Chesley & Clifford Sept. 6, as a 
v.p., director and member of the 
executive committee. 

From the Whitebrook Co. he will 
bring Michael Karlan, who was 
general manager of the agency, an 
undetermined number of people, 
and the following accounts: 

Gilbert Clock Co., Liberty Watch 
Co., Masback Inc., Grand Duke 
vodka, Harrison, Purdy & Co., and 
Trimalawn Mower Co. 

Mr. Whitebrook was v.p. in 
charge of services for Joseph Katz 
Co. in New York before opening 
his own agency, and handled the 
Stevenson campaign when the 
Katz agency had the National 
Democratic Committee. 

Kastor, Farrell, Chesley & Clif- 


| Fail to Note Sponsor 


Names, Survey Shows 
Cuicaco, Aug. 31—The Chicago 


Tribune, whose research depart- 


ment has recently been devoting 
itself to detecting flaws in the tv 
medium, is at it again by means of 
a newly-published telephone coin- 
cidental survey of Chicago tele- 
viewing. 

This time, however, tv came 
through comparatively unscathed 
except in the area of sponsor iden- 
tification. 

In their elaborately-researched 
rating survey, the Trib’s research- 
ers made things tough competi- 
tion-wise by going after the video 
big-time—Monday and Tuesday 
evenings from 7 p.m. to 10 p.m. 
(the dates were last March 14 and 
15). And they were obviously 
keeping an eye on the Advertising 
Research Foundation’s new rating 
\standards; some of their tech- 
niques, in fact, might be of aid to 
that body in its hunt for more in- 
formative viewing data. 


ws For example, the survey’s anal- 
ysis of “sets attended.” This dif- 
fers from the normal “sets on” or 
“sets in use” categories in requir- 
ing that sets are not only on but 
watched or listened to by some- 
body. “Sets attended” figures 
turned out to be around 10% 
lower than the survey’s corres- 
ponding sets-on ratings. 

In a comparison, on a sets-in-use 
basis, with Audience Research Bu- 
reau ratings, the tv ratings in- 
dustry by no means got stood on 
its head. True, the Tribune’s fig- 
ures were appreciably lower than 


5 ARB’s, but the differences were 


far from drastic, and in many 
cases the two sets of figures were 


; remarkably close. 


Most provocative Tribune find- 


+17 ings had to do with sponsor iden- 
tification, about which the survey 


queried only adult viewers (95% 
were household heads, male or fe- 
male). Here, the variation was 
almost as wide as was mathemati- 
cally possible: No viewer at all 
could name sponsor or even com- 
modity advertised on one local 
sports show, while at the other end 
an overwhelming 81.5% knew 
who sponsored “Godfrey’s Talent 
Scouts” (Thos. J. Lipton). 


# Other shows with good sponsor 
identification included: Bishop 
Sheen (73.6% could name Admi- 
ral); “Truth or Consequences” 
(71.3% named Old Gold) ; “Twenty 
Questions” (60.5% knew Florida 
Citrus Commission), and two 
shows with brand names in the 
titles—the now-defunct “Voice of 
Firestone” (64.3%) and “U. S. 
Steel Hour” (63.7%). 

In all, in only 12 out of 38 pro- 
grams did as many as half the 
viewing adults queried know who 
the sponsor was. 

Network shows in which fewer 
than a third of the viewers could 
name a single sponsor include (to- 
gether with the sponsors of last 
March): “Halls of Ivy” (Interna- 
tional Harvester, Nabisco); “Life 
With Father” (CBS Columbia); 
“Danger” (Revlon, Nash-Kelvina- 
tor); “Meet Millie” (Carter Prod- 
ucts), and the Sid Caesar show 
(Speidel, RCA, American Chicle). 


Paul Kosene Opens Agency 
Paul Kosene has opened a public 
relations and advertising agency 
with offices in the Kinney Bldg., 
Newark. He formerly was a staff 
writer for the Miami Herald and 
previously operated a public rela- 
tions agency in Perth Amboy. 


Fensholt Names Rich A.E. 
Fensholt Advertising Agency, 

Chicago, has appointed Henry H. 

Rich an account executive. Mr. 


ford had 1954 billings of $5,750,- 
000. 


Rich formerly was with O’Grady- 
Anderson-Gray, Chicago agency. 
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Carl Brown Names Barnard 

Lawrence Barnard, formerly | 
drug merchandising manager of 
Life, has been appointed director 
of merchandising of Carl S. Brown 
Co., New York agency. 


PRESS CLIPPINGS 
News items, editorials, advertisements 
Promptly 


from daily and weekly newspapers, from 
magazines and trade papers as specified. 


tsvasuseen 008 

PRESS CLIPPING BUREAU 

BArciay 7-537! 

165 Church Street © New York 7, N.Y. 
will provide you with a record of your 
results from promotions and releases. 

For Future Reference 
Handsome loose leaf scrapbooks; rubber 
cement; plastic laminating if desired. 


BURRELLE’S 
PRESS CLIPPING BUREAU 


165 Church Street * New York 7, N. Y 


‘Be Nonchalant— 
Launch a Boxtop,’ 


Says Author Jones 


(Continued from Page 2) 

Mr. Jones, with the help of his 
public relations advisor, Mark 
Larking, who gets the “as-told-to” 
credit line on “Ads, Women and 
Bextops,” tells a number of enter- 
taining stories while expounding 
a brief about boxtops, which in- 
volves listing and illustrating the 
“15 primary advertising techniques 
used in the package goods field.” 


® “The secret of success,” accord- 
ing to Mr. Jones, “is to build ad- 
vertising that checks itself by 
means of actual sales over the 
dealer’s counter. It does not re- 
quire a detective agency to tell you 
whether women are responding to 
your newspaper ads, or your com- 
mercials. If either or both are 
right, they will check themselves.” 

Again, “Many people are con- 
vinced that advertising’s function 


more and more 
Canadians 
are enjoying’ 


higher and higher 


incomes 


e More and more Canadians are 


joying the luxury of leisure (in all 
kinds of activities). They spend more 
and more money for retail and indus- 


trial products. 


Canadians can now afford more of 
and 


everything—for their businesses 
their homes. They depend on 


Canadian Edition of TIME, their first- 
choice magazine, to help them choose 
the products they want... the prod- 


ucts they need. 


To reach the 
growing heart 
| Bie 
Canadian market 
... 164,000 
best-customer 
families. 


the 


is to build good will, create ac- 
ceptance and keep the name of the 
product before the public. 

“But my credo is that the good 
will which advertisers enjoy most 
comes from the use of their prod- 
ucts. So the Duane Jones Co. has 
always advocated strategies de- 
signed to induce customers to use 
a product once, twice. This not 
only builds good will; it pays its 
own way by increasing sales.” 

As Mr. Jones sees it, “the great- 
est danger to advertising today is 
advertising itself. The purpose of 
one kind of advertising—my kind 
—is to sell goods at a profit. The 
closer advertising sticks to that 
job, and the better it does it, the 
less vulnerable to attack it will 
be.” 


® As for what Mr. Jones’ 15 pack- 
age goods advertising techniques 
are and how best to apply them, 
they’re available to anyone who 
will send $3 to Printers’ Ink Books, 
Pleasantville, N.Y. 

Mr. Jones sticks to boxtops in 
this volume. He makes but one 
reference to the $300,000 conspir- 
acy suit in which he was the plain- 
tiff. A footnote says, “The suit was 
one of the most sensational ever 
tried in connection with the adver- 
tising business.” 


Delicata Promotes 
Nuts-in-a-Thermos 
as Business Gifts 


Cuicaco, Aug. 31—Delicata Im- 
porting Co. is advertising nuts 
packed in a thermos for Christ- 
mas giving by businesses. 

Burt W. Marx, Delicata’s owner, 
said ads will run in the Wall Street 
Journal starting Sept. 8. The gift 
includes 2% lbs, of Persian pista- 
chio nuts packed in a Fiberglas in- 
sulated thermos. Mr. Marx said the 


Finally a WELCOME GIFT! 


your business to present at Christmas time 


2% pounds of 
PERSIAN SUPERB 


Pistachio Nut 


Colossal, satural == emported 
the worlds growing region 
are “preopened” and 

« 


«<cas* “4a 


Mail your order to 
DELICATA IMPORTING CO. 
727 WEST LAKE STREET - CHICAGO 6 


NUTS IN A THERMOS—Delicata Im- 
porting Co.,. Chicago, is selling 
Persian pistachio nuts packaged in 
a thermos jug to business compa- 
nies for use as Christmas gifts. 


nuts and jugs will be packaged and 
shipped exclusively for companies 
and will not be sold at retail. 

In orders of one to 99, the jugs 
sell for $6.50 each; in orders of 500 
or more, the price is $5.40. Mr. 
Marx, whose company imports and 
distributes nuts and food delicacies, 
said the thermos jugs are new on 
the market and were purchased 
from the Hamilton Metal Products 
Co., Hamilton, O. 


Sack ae AS DE ae Le al 
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- Must hat* Gustave... Must hav’ Poe Gf thy Vorg. 
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Must haw’ Gastave .. Mast har’ Gaxeor Mast hat’ Castare. anaes 
Must hav’ Costace! Mast haw’ Lastare Mest Aas” (eastare. 
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CALYPSO COPY—Gustave of the Virgin Islands describes his hand- 

made footwear in Calypso rhyme and rhythm in this two-color page 

running in the September Vogue and other fashion magazines. 
The Rockmore Co., New York, is the agency. 


Inflation Trend Is 
Seen in Survey of 


Purchasing Agents 


New York, Aug. 30—Are we 
headed for more inflation? 

A majority of industrial pur- 
chasing agents believe so. In a 
survey just completed by Purchas- 
ing, a Conover-Mast publication, 
75% of 449 industrial purchasing 
executives said they believe a new 
inflationary trend is under way. 

But most purchasing agents still 
believe that some effective brakes 
can be applied to slow down the 
current trend. 

They think that the following 
factors, in order of mention, will 
be the chief restraints on an up- 
ward spiraling of prices: 


e Competition, which will force 


%, |producers to absorb increased costs. 


e Increased productivity and ef- 
ficiency, which will help keep 
profits up without drastic price 
increases. 


e Consumer resistance. 


e Anti-inflationary policies of the 
federal government. 


More than four out of five (82%) 
purchasing agents report that the 
over-all costs of purchased prod- 
ucts have increased since the be- 
ginning of 1955. Requests for price 
boosts have been stepped up in the 
past couple of months, the survey 
indicates. Most of the increases 
(51%) are reported to have been 
based on higher labor costs, with 
almost as many (48%) based on 
higher material costs. 


® Asked to predict the prices of 
their own companies’ products six 
months from now, 56% said they 
expect higher prices, 41% said they 
expect them to be about the same 


B-F Football Schedule Ready 


Brown-Forman Distillers Corp., | 
Louisville, Ky., will distribute 
again this fall for the 20th year 
its annual Early Times Football 
Schedule. The pocket-size, 28-page | 
reference booklet contains statis- 
tics on past seasons and gives a) 
conference-by-conference preview 
of the coming season. It is edited | 
by Ed Prell, Chicago Tribune | 
sports writer, and will be distrib- 
uted, where legal, in retail liquor | 
stores. 


and 3% predicted lower prices. 

Highlights of opinions expressed 
by those answering the business 
paper’s questionnaire include these 
statements: 

“The little man cannot compete. 
It’s either merge or quit.” 

“Somewhere along the line the 
law of diminishing returns will 
start to take over.” 

“The biggest single factor in any 
inflationary trend is over-extend- 
ed consumer credit. This should be 
curtailed.” 

“There is a definite trend toward 


higher prices. Slowing of business, 
which will intensify competition, 
will reduce prices later.” 


Mrs. Galbraith Leaves FC&B 


Mrs. Bessie Galbraith, who has 
been with Foote, Cone & Belding 
since 1949, has resigned to return 
to Mexico City where she will es- 
tablish a consultant service in mar- 
keting, advertising and public re- 
lations. Mrs. Galbraith had been 
regional director in Mexico for the 
agency until three years ago when 
she moved to the Los Angeles of- 
fice as copywriter-account execu- 
tive. Before joining Foote, Cone & 
Belding in Mexico, she served sev- 
eral companies there as advertis- 
ing-public relations counsel. 


You don't have 
to be an artist AAs 
fousea ——— 


VARIGRAPH 


LETTERING INSTRUMENT 


ch aN 


‘y 


is 


LETTERS EXACT SIZE TO 
FIT YOUR JO 


After only a few minutes of practice, 
anyone can do crisp, professional hand 
lettering with a Varigraph. All you do 
is move a stylus along the letters in a 
grooved templet. Work is always clearly 
visible. More than 600 variations in size 
and shape of letters may be produced 
from one templet — 126 templets and 
lettering styles. Letter with either pen 
or pencil. Letter directly on paper off- 
set plates. Varigraph is built to watch- 
makers’ precision, and guaranteed to 
deliver a long life of service. It will pay 
for itself many times over in a short time. 


For Complete Information 


Write today — Dept. 64 
VARIGRAPH CO., Inc., Madison 1, Wis. 


bee ; =" a ; y ose a yy if me rae : s, - yo * at i a8 je x Pre core > Pty = bona B a ‘ ey ia ° ee ~ beg ie sa 3 Bg © auNe q ey ,oA UES Pees s > {Fe 4 AUR Copy yr ssa F ; - 
: ‘ = 
. = 3 a é 
a ee : 
| 
i ‘ . 
}O A A ER ae | ' 
g | | iI . 
\ > . - 
Vv 
of 8g 4 \ ; 
- » Cf / ; 
le | es =k? ens : 
| | - =. “— : 
“ ? a? 4 . : 
1- ie 
| en ; 
i- ey. S ~ eaeygy? AP as 
| ‘ ‘* <% r De \.. ww Poca Ds 
20 he ce sat! 
iy peas eae tf / a% ’ 
r a Te x See oo : 
y | Vere oy 
~ | ee 
ig q pa : 
to or | ha 
ss (OMe. 28) aaa ea | fe he oo ge et ge ; 
. » nena —e ‘ ae . ‘“ 
. in emer conceetvnadoel Sepia Med. Coubew Rad Mie’ coe, wondipe 'e! tedge Dow ‘ ~ " ‘ ‘ x - ; 
l- ‘ a . ; et we am =P hn Madea . ‘ ry '’ ’ es - — ; ~< H t : ; me hw rn 3 § how rr at bene Asean > 
f- =A é — 
or . 5 
or y, isla ; 
ut ee F 
e- A f 
es a r 
% a TREES ESSE TS AR A ee ea ee re ae 
S- | 
se P 4 a 
u- > i | 
a i. Es | 
on f 
g- 
in : 
re + . 
ly ‘ 
re ae 
1- SEN 
i- 7 he 
e UL. 
a 
“ Se A a; (~ | 
" s pe / Ph q = a .. 
— ld | 
HI SS en - ) ee - ee | : 
l- holday season } | ng gies 7 « a 
al = Packed in a et £ ge | i 
- Nal | Stotcn 5 tileiy ——___——__ B&F 
-- © / Thermos eo SS 
" Ne Vea | SS” i 
. insulated thermos 
SA SS EEE 
* “44 * Packaged and Shipped Exclusively For A ae | | 
= ’ ob Business Firms Le A Y ; 
18g athe OS : 
r = : ex iN ee thy wk 
Pp / i? o AM Lae \ 
i- (p) » 2." ~ THIS 1s HOW GOOD IT i8I" = 
Ld "We wil send your eg Baw pond . . : 
| bal ; ; ty pees ante quued Or you moy _ fa is ees cS 
; LY lee alia on es | | 
“ a “ | : 
; ; | ee ee 36 
e : 7" 
r » it, LA oF —— — : P 
: | , enon smal . 
T | M E k 1 a eo en x 
m | Fe ck tmennc. » b . Se : 
. | ~ " ¥ Sn yor? : ae ‘ i 
} } @ 7 ° z 
oO , vq’. . | > : : ov 2 
BAX VOGUE RS | 
$ ‘ : 
: | ¢ Caslon | sg 
- : 
ry? / 
| 7 | BODONI 
a | 
' ) ys . > : C 
’ s, ca s ¥ , in | Script Casuay | 
NV al s Ge. Af : 
). — y Y . je: | 
— toe ie | 
ic Zao, 6) Ne ee | | 
y d 3 La y, na 5 | 
iy . if . y “sa <- @ | 
ff cy \ deh | 
d < J : A 
>: 5 ae Q | | 
c f. a AN) | | 3 
; gg Be / va pT 
ss + 
: ye IG i (Ff 
ot 
: “ a . . . 2 by t +, 
CUR eg ORM Leigee SW tye Ver RRL gh 8 od p> Pinentaeg eee ERR, UNC: ete Ran ela ee eS SE OR pat SR RS Sa oc Sepsans STG SO LEA | SIRS prem A Bi UES i a ap ae hag pe PREG sl a eae 
TO TN eke digs Jil gent By TREN ORG oe) SRN TES Reig a “eles SO seat MET eI US Gn ag ER RY koe Pra aKEH RR Resa a ce aa 


Advertising Age, September 5, 1955 


E. Lansing Ray, 
‘St. Louis Globe’ 
Publisher, Dies 


Rye Beacu, N. H., Aug. 30— 
E. Lansing Ray, 71, editor and 
publisher of the St. Louis Globe- 
Democrat for 36 years and a mem- 
ber of the board of directors of 
the Associated Press for 29 years, 
died of a heart attack at his sum- 
mer home here today. 

Mr. Ray had been associated 
with the St. Louis paper since he 
started in the business office at 18. 
His family had controlled the 
Globe for three generations, and 
his son, E. Lansing Ray Jr., had 
been preparing to take over when 
he died suddenly in 1946. 

Five months ago, Mr. Ray sold 
his controlling interest in the 
Globe to S. I. Newhouse of New 
York, but he had continued as 
publisher, editor and chairman 
of the board. He had been ill last 
spring but had recovered and re- 
turned to work. 


ANDREW L. CARMICAL 


GREENSBORO, N.C., Aug. 30—An- 
drew L. Carmical, 51, news and 
circulation promotion manager of 
the Greensboro Daily News & Rec- 
ord, died here Aug. 27. He joined 
the Greensboro papers in Novem- 
ber, 1953, after serving on the 
Pensacola News-Journal. Before 
that he had worked for the Chica- 
go American and for other Hearst 
newspapers in New York and Bos- 
ton. He was also at one time pro- 
motion director of the Philadelphia 
Inquirer. 


KENNETH H. VAN TASSEL 


Cuicaco, Aug. 3l1—Kenneth H. 
Van Tassel, 42, Chicago ad sales 
representative for Crowell-Collier 
Publishing Co., died Aug. 28 at his 
home at Chicago Heights, Ill. Born 
in Ossining, N.Y., Mr. Van Tassel 
graduated from Hamilton College 
and then entered the advertising 
agency field. He was associated 
with Ruthrauff & Ryan in New 
York for several years, then be- 
came a sales representative of Eton 
Publishing Co. During World War 
II he was a captain in the Army. 
Following the war, he was on the 
sales staff of Argosy for about 
three years and with Woman’s Day 
for several years before joining the 
Chicago sales staff of Crowell- 
Collier in 1954. 


M. P. CORTILET 

Cuicaco, Aug. 31—M. P. Cortilet, 
59, v.p. and assistant manager of 
sales for the central division of 
American Can Co., died Aug. 27 at 
his home here. A native of Chicago, 
he left school when a boy to sup- 
port his family and got a job with 
American Can Co. about the time. 
of World War I. After working in| 
various departments, he joined the 
sales department in 1921. He was) 
appointed successively district 
manager, sales division manager 
and assistant sales manager of the 
company’s central division. 


WILLIAM G. BLACK 


New York, Aug. 30—William G. 
Black, 47, president of Interstate 
United Newspapers, national ad- 
vertising representative for Negro 
newspapers, died Aug. 27. He had 
been with the Interstate organiza- 
tion for the past 14 years. Before 
that he had been advertising man- 
ager of the New Jersey Herald 
News, Newark, and the Amsterdam 
News here. In 1938 he helped to. 
found Flash, one of the earliest 
Negro picture magazines. 


CHARLES A. BONFILS 

DenveR, Aug. 29—Charles A. 
Bonfils, former assistant publisher 
of the Denver Post, died Aug. 24 
in his home here after a long ill- 
ness. Mr. Bonfils came to Denver 
shortly after graduation from the 


University of Missouri to work for | 
his brother, Frederick Bonfils, who, | 
with H. H. Tammen, had started 
the Post. 

Mr. Bonfils also worked for a 
time as managing editor of the 
Kansas City Post and as a free 
lance magazine writer in New 
York. 


HELEN TAYLOR MEADE 


Cuicaco, Aug. 31—Helen Taylor 
Meade, 58, former copywriter in 
New York and Chicago agencies, 
died here Aug. 28. Mrs. Meade had 
conducted a shoppers’ column for 
Wm. Taylor Son & Co., Cleveland, 
before she came to Chicago. 


JULE B. MALLIN 

San FrRANcisco, Aug. 30—Jule B. 
Mallin, 46, account executive in 
the local office of Outdoor Adver- 
tising Inc., died Aug. 27 at his home 
in Menlo Park, Cal. After graduat- 
ing from the University of Illinois, 
Mr. Mallin joined the Chicago of- 
fice of OAI at the time of its for- 


mation in 1931. In 1947 he was 
fice and the following year joined 
the San Francisco staff. He was a 
member of the Advertising Club of 
San Francisco and the San Fran- 
cisco Commercial Club. 


THEODORE H. WENZEL 


TRENTON, Aug. 30—Theodore H. 
Wenzel, 49, circulation manager of 
the Trenton Times, died Aug. 29 
here of a heart attack. A bachelor, 
he had worked most of his busi- 
ness life with the newspaper and 
was appointed circulation manager 
18 months ago. 


VICTOR D. WITHSTANDLEY 
New York, Aug. 30—Victor D. 
Withstandley, 60, retired metro- 
politan New York sales manager 
of National Distillers Products 
Corp., died Aug. 25 while on va- 
cation in Wolfeboro, N.H. Born in 
Brooklyn, he attended Polytechnic 
Preparatory School and served in 
France in World War I. From 1921 


to 1936 Mr. 


Withstandley was 
transferred to the Los Angeles of-| president of the New York Johnson 
Motor Co. From 1937 to ’38 he was 


National Distillers Products Corp. | bank. 


1955 GROCERY 
PRODUCT SURVEY 
write for your 
FREE copy 


The £1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


_ REACHES» 
_ WOMEN! 


Sources: ABC Publishers’ state- 
ments for 6 mos. ending March 


Oregonian 
Daily Lead 


Oregonian 
Leadership 


P--- 


Over 2nd Paper 


Over 2nd Paper 


WITH CIRCULATION LEADERSHIP 


13,756 
10,356 

7,026 
50,931 


2,613,570 lines 
1,219,097 lines 
3,316,115 lines 


City Carrier Lead 

ABC City Zone Lead 
Retail Trading Zone Lead 
Total Circulation Lead 


WITH ADVERTISING LEADERSHIP 


Retail Advertising Lead 
General Advertising Lead 
Classified Advertising Lead 


31, 1955; Media Records total : tt 
cteathiinn, a AW, TW os Year: 1954 7,148,782 lines Total Advertising Lead 
Comics, 1954, 
ORD AE OA OR EE ET SE Se Re Sey Ee ee ee SY iets GON Se tent 
Keep your sales growing 


with Oregon's 


growing newspaper 


Largest Circulation in the Pacific Northwest | 


the Oregonian 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 


Portland, Oregon 


233,188 Daily 
297,263 Sunday 


in ’39 and retired in 1951. He was 
a former chairman in New York of 
the National War Fund and of the 
with the sales department of So- | wine and liquor industry division 
cony Vacuum Oil Co. He joined of the American Red Cross blood 
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TWIN BEAUTIES—Patience and Patricia Pierce, 20-year-old twins, pose 
with a 388 h.p. Euclid twin crawler tractor, one of the displays at 
General Motors’ Powerama show. 


General Motors Wages Record Ad and 
Promotion Drive for Powerama Show 


(Continued from Page 4) 
sentatives of the Kudner Agency, 
New York, which handles adver- 
tising for seven GM divisions and 
GM institutional advertising. Rich- 
ard T. Brandt Inc., Cleveland, 
which has the Euclid division of 
GM, also worked on the program. 


® Following is the complete pro- 
gram of advertising which GM set 
up for Powerama: 


e Newspapers: Several days be- 
fore the show opened, special sup- 
plements ranging from 20 to 22 
pages ran in the Chicago Tribune, 
Chicago Daily News, Chicago Sun- 
Times, and Chicago American. In 
addition, three ads were placed in 


TRAIN SAVER—The New York Cen- 
tral ran this ad as a tie-in with the 
General Motors Powerama which 
opened in Chicago last week. The 
new train was designed and built 
by GM and is expected to revolu- 
tionize the train industry. 


each of 76 newspapers within a 150 
mile radius of Chicago. Broken 
down, ads ran in 30 Illinois papers, 
21 in Indiana, 15 in Iowa, three in 
Michigan, six in Wisconsin and one 
in St. Louis. 


@ Radio: A total of 585 spot an- 
nouncements were scheduled for 
nine Chicago stations. In addition, 
a total of 90 spots were slated for 
Stations WFBM, Indianapolis; 
WOC, Davenport, Ia., and WTMJ, 
Milwaukee. 


@ Television: Plans call for 132 


spots on Stations WGN-TV, 
WBBM-TV, WBKB and WNBQ, 
all Chicago stations. Dave Garro- 
way’s “Today” show on NBC and 
Lowell Thomas’ show on CBS orig- 
inated earlier this week from the 
Powerama site. In addition, Pow- 
erama was plugged on national ra- 
dio and tv shows sponsored by 
divisions of GM. 


@ Magazines: One ad insertion ran 
in Life, The Saturday Evening Post 
and Successful Farming. One to 
three ads also ran in Chicago mag- 
azine, Playboard, Where, Welcome 
and the Chicago edition of TV 
Guide. 


@ Others: It was estimated that 
ads would be scheduled in nearly 
100 trade and business publications, 


|although this phase of the program 


was handled separately by the GM 
divisions. GM used 125 outdoor 
signs and painted bulletins in the 
Chicago area. Bus and street car 
ads were used and also posters on 
train platforms. Three-dimensional 
displays were set up in railroad 
stations. 


® Every imaginable promotional 
device was employed to publicize 
Powerama. All high schools in the 
Chicago area, Gary and Hammond 
were contacted, and students were 
invited to the show as an educa- 
tional field trip. Nearly 100,000 are 


expected to see the show. 

All colleges and universities in 
six midwest states were contacted 
and students and faculty members 
were invited to the show. 

Railroads, bus companies and 
airline companies cooperated by 
publicizing the show and offering 
special excursions. The Chicago & 
Eastern Illinois Railroad, for ex- 
ample, raised the age limit on chil- 
dren from 12 to 16 years, and of- 
fered a round trip ticket from 
Chicago to Chaffee, Mo., 800 miles 
away, for 50 cents. 

Invitations were extended to all 
service clubs, Boy Scouts, military 
service groups and other social or- 
ganizations. Business organizations, 
hotel and professional associations 
and farm groups also were con- 
tacted. 

The GM promotional office here 
sent out 840,000 brochures, and 
also posters, counter cards, stickers 
and matches. Material was mailed 
to GM dealers in the 150-mile ra- 
dius with suggestions for tie-in ads. 
Greyhound Bus Lines has sched- 
uled tie-in ads to run in 140 cities 
in 23 states and two Canadian 
provinces. 

The ad campaign started Aug. 15 
and will run through Sept. 25, the 
last day of the 
show. Although 
GM officials re- 
fused to estimate 
the cost of the ad 
and promotion | 
drives, Harlow H. 
Curtice, GM 
president, told 
newsmen that the 
most commonly 
quoted cost figure 
was $7,000,000. 
GM officials said 
Powerama will not be shown in 
other cities. 


Harlow Curtice 


® The tremendous power of diesel 
engines, and the many types of in- 
dustry where they may be used, 
were probably the main impres- 
sions that a visitor would get from 
Powerama. Some of the exhibits 
were borrowed from GM custom- 
ers, such as railroads, airplane 
companies, and others, but there 
was no attempt to tie in or promote 
the products of GM’s customers. 
Since GM sells engines to compet- 
itors in various segments of the 
industrial field, GM officials were 
reluctant to discuss which compa- 
nies had or had not donated items 
for the show. 

In addition to the more than 250 
exhibits, visitors may see a mam- 
moth musical technological circus 
which is given four times daily. 
The show features diesel-powered 
equipment co-starred with ele- 
phants, aerial acts, a 64-girl-and- 
boy dancing chorus, show girls and 
fashion models and a 25-piece 
band. The show is given in an out- 
door arena, which seats 7,000 per- 
sons, and was constructed by GM 


— a] 
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STAR PERFORMERS—Some of the featured performers appearing daily 
in outdoor music shows at the General Motors Powerama are Win- 
nie Cooper, daredevil rider, and her horse, Trigger; Pat Moore, a 
stenographer, who will drive a 34 ton dump truck; Phil Neppel, 
driver of the 35 ton Euclid twin-engine bulldozer that dances a 


mambo, and Burma, one of the show’s circus elephants. 
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FIREBIRD—The Firebird, a gas turbine experimental car designed by 

GM engineers to test the commercial possibilities of the gas turbine, 

is one of the many displays at the Powerama. The sleek, aerody- 

namically styled Firebird—the first gas turbine car to be built in 

the U. S.—has undergone extensive tests at the GM proving ground 
near Phoenix. 


for the occasion. 
Some of the most interesting 
exhibits seen by AA were: 


e A cotton gin, whose operation is 
powered by a 102 h.p. GM diesel 
engine. The gin can process five 
tons of cotton daily. 


e A complete saw mill. The saws 
were powered by a 219 h.p. 6 cyl- 
inder GM engine. Huge logs from 
the West Coast were cut up in 
demonstrations. 


e A lightweight “aerotrain’”—a 
locomotive and cars. This train is 
one-half the weight of conventional 
trains, cuts fuel costs in half, takes 
one-half the horsepower to propel 


™ | and is faster and more comfortable 


than existing trains. 


e A Euclid, 50-ton rear dump 
truck—the world’s largest. Five 
models used the rear of the truck 
for a swimming pool, which in- 
cluded a diving board. 


e A 15-story high oil rig, used in 
the Texas and Oklahoma oil fields. 
The rig has a GM slush pump mo- 
tor, which has a volume capacity 
of 660 gals. a minute, and a work- 
ing pressure of 2,500 lbs. per square 
inch. 


e A portable irrigation system. 
The GM 219 h.p. engine can pump 
more than 2,000,000 gals. of water 
daily. 


e Six GM “dream cars” which in- 
cluded the Firebird, Buick Wild- 
cat III, LaSalle II, Chevrolet Bis- 
cayne, Pontiac Strato Star, and 
Oldsmobile 88 Delta. 


Murine Moves 


to JWT after 
18 Years at BBDO 


CuIcaco, Sept. 1—An association 
of 18 years between the Murine 
Co. and Batten, Barton, Durstine 
& Osborn was broken last week 
(AA, Aug. 29) when the account 
moved to J. Walter Thompson Co. 

James Braun, Murine president, 
told AA that the “break was amic- 
able” but declined to give any 
reasons for the switch. He indi- 
cated that there would be a change 
in Murine’s advertising approach, 
but he said the plans had not yet 
been determined. The account bills 
nearly $1,000,000 annually. 

The most recent ad run by 
BBDO, in Central Pharmaceutical 
Journal, proudly announced that 
U. S. druggists sell more Murine 
than all other eye wash products 
combined. 

About half of Murine advertis- 
ing goes into radio and the other 
half in trade papers and roto and 
Sunday supplements. In the past, 
Murine’s supplement advertising 
has been steady, but the radio ad- 
vertising has been on a “hit and 
run” basis. Mr. Braun told AA that 
the company does not like to spon- 
sor radio shows longer than 13 


weeks. 


Ainslie Gray, First 
ABP President, Dies 
in Chicago at 78 


Cuicaco, Sept. 1—Ainslie Alex- 
ander Gray, 78, first president of 
Associated Business Publications 
when it was founded in 1916, died 
in Presbyterian Hospital here last 
week. 

Until his retirement five years 
ago, Mr. Gray had been secretary 
and manager of the Electrical 
Assn. of Chicago for 20 years. 

Mr. Gray was publisher of Elec- 
‘trical Review at the time he was 
elected president of ABP. After 
the publication was sold to Mc- 
Graw-Hill Publishing Co., Mr. 
Gray established an advertising 
agency under his own name. 

Mr. Gray left the agency field 
later to take up his post with the 
Electrical Assn. 


GEORGE F. BOOTH 

WoRCESTER, Mass., Sept. 2— 
George F. Booth, 84, editor and 
publisher of the Worcester Tele- 
gram & Evening Gazette, and pres- 
ident of Radio Station WTAG, died 
yesterday at his summer home in 
Gloucester, Mass. 

Born in Hartford, Conn., Mr. 
Booth started newspaper work as 
a boy, with a vacation job on the 
Bulletin, Norwich, Conn. He be- 
came owner of the Worcester Ga- 
zette in 1899, after having been 
general manager of the New 
Haven Register for several years. 

Mr. Booth made the Gazette in- 
to one of the most influential 
newspapers in New England. In 
1921 he sold it to the Telegram. 
Five years later, he and Harry G. 
Stoddard bought the Gazette, Tele- 
gram and Sunday Telegram. In 
1938 they bought the Worcester 
Post and WTAG. 

Both of his two sons have been 
associated with him in business. 
Howard M. Booth is general man- 
ager of the Telegram & Gazette, 
and Robert W. Booth is v.p. and 
general manager of WTAG. 


JAMES P. CANEPA 


Cuicaco, Sept. 2—James P. Ca- 
nepa, 58, v.p. and secretary of 
John B. Canepa Co., maker of Red 
Cross spaghetti products, died yes- 
terday afternoon in Passavant 
Hospital following a heart attack 
suffered at lunch. Mr. Canepa was 
prominent in sales executive cir- 
cles in Chicago. 


MILLARD S. STONE 

CRYSTAL LAKE, ILL., Aug. 30— 
Millard S. Stone, 66, retired ad- 
vertising manager of Quaker Oats 
Co., Chicago, died here Sunday of 
a heart attack. Mr. Stone had been 
with Quaker Oats 34 years before 
his retirement two years ago. 

Born at Butler, Ind., he was a 
graduate of Wabash College. He 
came to Quaker Oats in 1919 and 
worked in the grain accounting 
department. He was made mana- 
ger of the advertising department 
in 1943 and became advertising 


manager in 1948. 
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Split FTC Decision Says Integrated © 


Buyers May Get Functional Discounts 


(Continued from Page 1) 

nihilation” of small retailers. 
FTC’s fresh approach to func- 
tional discounts was the by-prod- 
uct of a decision which dealt chief- 
ly with the right of Doubleday & 


Co. to enter into contracts requir- 4 
ing independent book stores to fair |" 
trade books which were being | — 


sold by Doubleday-licensed book- 
clubs at lower prices. 


= FTC Examiner Frank Hier had_| 


ruled last January that the agree- 
ments were an illegal restraint on 
the bookstores. Today FTC af- 
firmed and broadened his ruling, 
pointing out that the illegality 
arises from the unfair competitive 
position imposed on retail book 
sellers who must compete with 
favored book clubs which are free 
of price restraint. 

Chairman Howrey’s discussion 
of functional discounts was touched 
off when Doubleday tried to prove 
that 46% discounts which it gives 
three big jobbers—the American 
News Co., A. C. McClurg Co., and 
Baker Taylor Co.—can be justified 
because these companies perform 
distribution functions which are 
not performed by other smaller 
jobbers who have been receiving 
less favorable discounts (40 to 
43%). 


® In the final analysis, Chairman 
Howrey said, Doubleday had not 
proven that the “big three” actual- 
ly performed extra functions and 
were entitled to special conces- 
sions. However, he said FTC had 
carefully examined all the evidence 
on this point which Examiner 
Hier had included in the record, 


ELIZABETH FLANNERY has been ap- 
pointed director of publicity and 
sales promotion of Scruggs-Van- 
dervoort-Barney, St. Louis depart- 
ment store. Miss Flannery, former- 
ly sales promotion director of John 
Shillito Co., Cincinnati, also has 
been copy chief of R. H. Macy & 
Co., publicity director of Macy’s 
Toledo affiliate store, Lasalle & 
Koch, and has taught at New York 
University. 


salers, retailers and consumers as 
well. 

“In our view,” he said, “to re- 
late functional discounts solely to 
the purchaser’s method of resale 
without recognition of his buying 
function thwarts competition and 
efficiency in marketing and in- 
evitably leads to higher consumer 
prices.” 


® While his opinion states that 
FTC should tolerate no subterfuge, 
and should allow price reductions 


Last Minute News Flashes 


Podvey Named ‘Philadelphia News’ Manager 


PHILADELPHIA, Sept. 2—David M. Podvey, business manager of the 
Philadelphia Inquirer, is resigning to become general manager of the 
Philadelphia Daily News as of Sept. 15. Mr. Podvey, who will be giv- 
en complete control of the paper, will direct a modernization program, 
|including purchase of new presses and modernization of press room 
and offices. Plans for a morning edition of the News are still nebulous, 
AA was told. 


Network Dead, DuMont Reorganizes Stations 


WasHIncTon, Sept. 2—DuMont today asked FCC to approve transfer 
‘of WABD, New York, and WTTG, Washington, to a new subsidiary, 
the DuMont Broadcasting Corp., which will have the same officers 
and directors as Allen B. DuMont Laboratories Inc. The application 
said DuMont “has been obliged to terminate and liquidate its tv net- 
/work operations because they could not be operated profitably under 
ithe existing system of allocation and control of television broadcast 
Stations and affiliations.” 


‘Newton Joins Beaumont & Hohman’s Copy Statf 


Cuicaco, Sept. 2—Frank H. Newton has joined the copy staff of 
Beaumont & Hohman here. He was formerly copywriter for Young & 
Rubicam, copy chief of McCann-Erickson, and copy director of Leo 
Burnett Co. 


White Labs. Promotes Rooney to Ad Manager 


KEnILwortTH, N. J., Sept. 2—George B. Rooney has been promoted 
to advertising manager of White Laboratories, pharmaceutical manu- 
facturer. He joined the company a year ago as assistant to the director 
of advertising and sales promotion. 


Gray Will Be Named Street & Smith President 


New York, Sept. 2—Street & Smith Publications will announce the 
election of Arthur Z. Gray as president on Tuesday. Mr. Gray, a mem- 
ber of the law firm, Clark, Carr & Ellis, has been general counsel and 
a director of Street & Smith for the past few years. He succeeds the 
late Gerald H. Smith, who died June 18. 


Dewar Liquors Get Biggest Drive; Other Late News 


e Schenley Import Co., New York, has just launched its largest ad- 
vertising campaign for Dewar’s White Label and Dewar’s Ancestor 
Scotch whisky in national magazines and newspapers in major metro- 
politan markets. Magazines include Collier’s, Esquire, Fortune, Holi- 
day, Look, Newsweek, The New Yorker, Time and U. S. News & 
World Report. Selected business papers, outdoor locations and special 
point of sale material will also be used. Kleppner Co. is the agency. 


e Diamond Match Co., New York, has appointed Doremus & Co. to 
handle its corporate public relations program. Benton & Bowles han- 
dles the company’s advertising. 


and that it was the opinion of the only to the extent that the buyer|» Quality Chekd Dairy Products Assn., a group of milk and ice cream 
commission (Howrey, Gwynne and |actually performs certain func- processors in 100 markets across the nation with headquarters in Chi- | : ; 
Mason) that Doubleday was right tions, Commissioner Secrest an-| cago, has appointed U. S. Advertising Corp., Chicago, to handle its /nette, Spin Curlers, Silver Curl 


in using this type of proof in an 
effort to justify the discounts. 
Actually, the “functional dis- 
count” issue reached the commis- 
sion against the hearing exam- 
iner’s personal wish. In his initial 
decision in the case, Mr. Hier said 


FTC has traditionally refused to) 


consider this kind of proof in price 
discrimination cases. While he re- 
fused to consider this evidence, he 
had left it in the record so that 
Doubleday would have the oppor- 
tunity to test its novel approach in 
the final arguments before the 
Commission. 

The Howrey decision points out 
that the Robinson-Patman Act ad- 
mittedly allows more favorable 
terms to wholesalers than to re- 
tailers and better terms for re- 
tailers than for ultimate consumers. 


® Addressing himself to a prob- 
lem which was raised only last 
week when the Senate judiciary 
committee opened hearings on the 
need for changes in the anti-trust 
laws, the FTC chairman pointed 
out that traditional relationships 
are constantly breaking down “in 
the modern marketing world, and 
that there is constant turmoil, with 
the adoption of methods that defy 
definition, neat nomenclature or 
descriptive labels. 

In recent hearings there have 
been charges that the Robinson- 
Patman Act has deprived con- 
sumers of price savings which 
should result from the efficient 
operations of integrated marketers 
(AA, Aug. 24). The Howrey posi- 
tion, which is directed at this type 
of criticism, explains that the con- 
troversy over functional discounts 
centers on the more complex types 
cf distributors who are beginning 
to dominate our market structure 
—distributors whose functions 
range from only partial perform- 


ance of the wholesale function to| AA erroneously said that no agen- 


those who are almost wholly inte- 
grated—that is, who are whole- 


swered that it is established law 
that the seller should not be com- 
pensated for a service which he 
renders for himself in selling 
goods. 

“A service where the benefits 
inure exclusively to the seller is 
one thing,” he wrote. “It is quite 
another where the service helps 
the buyer, even though such serv- 
ice may help the seller by result- 
ing in larger purchases from him. 

“Enforcement of the law would 
be extremely difficult if not im- 
possible if in each case the com- 
mission were required to divide a 
common service which may benefit 
both buyer and seller. Each case 
would require an operation as deli- 
cate and difficult as the separation 
of Siamese twins. 


® “Functional classification of 
customers for discount purposes 
should be conditioned on their 
character as sellers, not on the 
performance of any services to 
their supplier. To hold otherwise 
would lead to pricing by individual 
customers, which would undoubt- 
‘edly give the large buyer a price 
‘advantage in the resale of the 
seller’s goods.” 

Commissioner James Mead, 
whose term expires Sept. 30, said 
the decision paves the way for the 
ultimate annihilation of small re- 
tail dealers “who are unable, by 
reason of their inability to perform 
the same marketing functions as 
their larger dual-functioning com- 
petitors, to successfully compete 
with them.” 


Parker Has Power Products 
Parker Advertising, New York, 
will continue to handle advertis- 
ing for Power Products Inc., which 
recently was acquired by C&C Su- 
per Corp. (AA, Aug. 29). In re- 
porting the transaction last week, 


cy has been appointed to handle 


advertising in radio, tv, newspapers and outdoor. Campbell-Mithun 
previously handled this account. 

e Majestic-International Corp., Chicago, has appointed Stern, Walters 
& Jaster, also Chicago, to handle its advertising, succeeding Preiss & 
Brown, New York. The company markets German-made high fidelity 
radios and radio-phonographs, and will launch its first national con- 
sumer campaign this fall. 


e Arnold H. Maremont, chairman of Thor Corp., Chicago, has an- 
nounced that Thor will buy Allied Paper Mills, Kalamazoo, Mich., if 
the move is approved by stockholders of both companies. He said the 
net worth of Allied is more than $10,000,000, and sales in the last four 
years have ranged from $20,000,000 to $22,000,000 annually. 


e Common shares of Ford Motor Co. stock will be offered for sale to 
investors in the last half of October. The shares of stock are part of 
the 3,089,908 block now owned by the Ford Foundation. The stock will 
sell for about $60 a share, with a $3 dividend rate. Ford is now re- 
vising the company charter so the stock will carry voting rights when 
it is placed on sale. 


e Yeomans Bros. Co., Melrose Park, Ill., maker of pumps and waste 
treatment and disposal systems, has appointed Fensholt Advertising 
Agency, Chicago, to handle its advertising and sales promotion. 


in the Toledo area which were 
gathered, verified, written, edited 
and published by the two Toledo 
newspapers. 

The suit further charges that the 
station employes sometimes read 


Toledo Dailies Sue 
WOHO:; Ask $250,000 
for News ‘Piracy’ 


To.epo, Aug. 31—Judge Harvey 
G. Straub in common police court 
yesterday issued an order restrain- 
ing Station WOHO here from 
“changing, destroying or otherwise 
disposing of records, copies, re- 
cordings and transcriptions of all 
news broadcasts made over WOHO, 
so that these records may be pre- 
served as evidence.” 

The Toledo Blade Co., owner 
of the Toledo Blade and Toledo 
Times, is suing the Midwestern 
Broadcasting Co., operator of 
WOHO, asking that an injunction 
be issued restraining the station 
from “pirating news.” The suit al- 
so seeks $250,000 damages. 

The suit charges that the radio 
company, as part of its daily news 
broadcast, has been regularly 
reading the most important news 


the Power Products account. 


items concerning events occuring 


news items verbatim as published 
in the newspapers, and in the same 
literary style, construction and 
composition. The suit maintains 
that news items appearing in the 
newspapers remain the exclusive 
property of the dailies for 24 hours 
after publication. WOHO has mis- 
appropriated the information for 
its own use without authority or 
license, the suit charges. 


Sarnoff Heads Ad Week 
Robert W. Sarnoff, exec. v.p. of 
National Broadcasting Co., has ac- 
cepted the chairmanship of the 
Advertising Federation of Ameri- 
ca’s committee for National Ad- 
vertising Week, Feb. 19-25. Foote, 
Cone & Belding will again serve 
as task force agency for the cam- 


Nathanson Leaves 
Weiss & Geller- 
Takes Toni Along 


(Continued from Page 1) 

Another question concerned 
other possible account changes on 
the turbulent Toni account. Stuart 
Hensley, sales, brand promotion 
and advertising v.p. of Toni, set 
this at rest with a statement that 
“we don’t contemplate any other 
changes,” leaving the other Toni 
agencies, Leo Burnett Co., Tatham- 
Laird and Clinton E. Frank Inc., 
in status quo. 

Mr. Hensley settled a third ques- 
tion by saying that Toni had no 
part in what was viewed as entire- 
ly an intra-agency squabble. “The 
reasons behind the split I couldn’t 
say,” he told AA. “This is strictly 
a move on the agency’s part.” 

Mr. Nathanson, who was ad di- 
rector of Toni for five years before 
joining Weiss & Geller along with 
the Prom account in 1952, was un- 
able to tell much about his new 
enterprise. He said he didn’t yet 
know its name or who its princi- 
pals would be. 


® It was believed, however, that 
one of the principals would be 
Cyrus Nathan, who joined Biow- 
Beirn-Toigo as a v.p. on the Philip 
Morris account two years ago, and 
left there last June. Before joining 
Biow, Mr. Nathan spent 18 years 
with Lord & Thomas and Foote, 
Cone & Belding, New York, de- 
voting a lot of his time to Toni. 
Whatever the reasons behind the 
Weiss-Nathanson rift, there was 
no question of the damage done to 
Weiss & Geller, which billed an 
‘estimated $12,500,000 last year. 
Out of that total, the W&G Toni 
line (Toni home permanent, To- 


‘home permanent and Deep Magic 
face lotion) contributed more than 
$5,000,000 in measured media 
alone. 

The Weiss & Geller segment also 
claimed more than a third of Toni 
division measured media expendi- 
tures last year, which totaled about 
$15,500,000. 


® Along with the account, Mr. Na- 
thanson will bring to his new 
agency an unparalleled acquaint- 
anceship with Toni advertising, 
dating back to 1947 when he 
served as a radio medium consult- 
ant to Toni shortly before becom- 
ing its ad chief. 

Previously, Mr. Nathanson had 
operated his own agency, D. S. 
Manson Co., in Minneapolis. 


® A Toni tradition—inaugurated 
during Mr. Nathanson’s tenure as 
ad director—was to have fierce in- 
tra-company competition through 
the development of conflicting 
lines within the company. Thus 
the Prom line of home permanents 
does not bear the Toni name on 
the package, and competes directly 
with the Toni line. 

Toni thinking on this score is 
said not to have changed, which is 
why it is believed that the com- 
pany will not shift any other prod- 
ucts into the new Nathanson fold. 

Besides the Weiss & Geller seg- 
ments, other Toni products include 
(by agencies): Leo Burnett (Prom, 
Children’s Prom, Viv and Soft 
Touch lipsticks); Tatham-Laird 
(Bobbi pin-curl permanent, White 
Rain shampoo, Tame Creme 
Rinse); Clinton E. Frank (Pamper 
shampoo and a new Casual pin- 
curl permanent). 


Kasten to Sutherland-Abbott 

John G. Kasten, formerly an ac- 
count manager with Ralph H. 
Jones Co. and Kenyon & Eckhardt, 
New York, has joined Sutherland- 
Abbott, Boston agency. 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline Wednesday noon 5 days 
preceding publication date. Display classified takes card rate of $15.50 per 
column inch. Regular card discounts, size and frequency, apply on aisplay. 


HELP WANTED 


LAYOUT MAN WANTED 
Stop commuting. Enjoy life and work in 


} 


HELP WANTED 


| secENY GRADUATE CAN START FAST 


as assistant advertising manager in this 


a pleasant restort community on Lake | nationally known company. We're about 


Michigan only 95 miles from Chicago. 
If you are a creative, versatile layout man 
with at least 5 years’ experience, this is 
your opportunity. Salary will match abil- 
ity. We are an established advertising 
agency with national accounts. Excellent 
working conditions, air conditioned of- 
fices. 
Our staff knows of this ad. 

Box 7742, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Excellent opportunity with major manu- 
facturer for man with general public re- 


lations experience. Administrative and 
writing background essential. Saiary to 
$7,500. 


Box 7750, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


BARNARD’S - NATIONWIDE 
OFFICE AND PROFESSIONAL 
Investigate our free-lance service. 
WA 2-2306 202 S. State St. Chicago 


ACCOUNT EXECUTIVE - COPYWRITER 
position open Sept. 15 in progressive 
southwestern AAAA agency. Unusual op- 
portunity for versatile, capable young 
man, under 35, with agency experience 
and desire to move to growing city in 
year-round enjoyable sun-country. Must 
plan, write for variety of clients in all 
media. Send full resume in first letter. 


Box 7748, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


/ 


the biggest in our field, located in a 
small, midwestern city where we work 
without ties and walk to work. We'll con- 
sider a beginner who wants the good life 
while learning all phases, of advertising. 
Agricultural background helpful but not 
essential. Tell me all about yourself and 
what you think you’re worth to start. 


BOX 17747, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


WRITER WANTED 
Good opportunity for bright experienced 
guy. Medium Chicago size agency that’s 
going places fast. Send resume and salary 
required. 


Box 7749, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ALL IS GRIST 
i Siete a which comes to our mill. 
Lila Molene 105 W. Adams St. 
ANdover 3-4424 Chicago 3, Ill. 


PRODUCTION MANAGER 
Long-established, sound, progressive agen- 
cy in Texas seeks experienced man to 
handle production, traffic, follow-through 
all media. Good future. Send full details 
to Box 17751, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 
Advertising salesmen to sell 17 weeks 
BUY AT HOME campaign in small towns. 
Sold to retail merchants through local 
newspaper. High comm. weekly. M. 
Jacobson. Box 210, Englewood, Colo. 


Woman Advertising Manager for large 
Chicago furniture mfr. Must have copy 
and production know-how, handle pub- 
licity, etc. Excellent potential. Phone 
Andover 3-0395. 

ADVERTISING AND PUBLISHING 
Openings for Space Salesmen, Editors, 
Production and Circulation help. 
GEORGE WILLIAMS - PLACEMENTS 


209 S. State St. Ha. 7-1991 Chicago 
Advertising Opportunity: 
Why would a 
COPYWRITER. 
want to change his job? 


More money—Change accounts— 
Bigger shop, greater opportunity— 
Change of scenery—Make a fresh 
start—Diversify experience —Gain 
security—Move to a shop where 
copy is important—Find personality 
compatibility. . . 
May you'll find any or all of 
these things with this growing 4-A 
agency, nearing $10 million volume; 
located in the East, not New York 
but near enough for New York serv- 
ices. We've doubled our volume in 
past 5 years. Need a full-fledged 
writer who can help us handle new 
volume on leading accounts. 
WRITE telling us where you've 
worked, accounts you've written, 
age, salary requirements, etc. If 
you're our man we'll tell you about 
us, and many benefits we offer. 
Box 496 ADVERTISING AGE 
480 Lexington Ave., New York 17,N.Y. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash FR 2-0115 Chicago 


NEWSPAPER RESEARCH 
Man to join active research staff absorbed 
with problems in market, consumer and 
public opinion areas for large metropolitan 
newspaper. College grad., must know sta- 
tistics and sampling, knowledge of mar- 
keting helpful. Growth opportunity, sal- 
ary open. Give complete details. 


Box 7740, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 


KNOW 
THIS 
COPYWRITER? 


Whatever His years, and whether 
or not he’s had agency experience, 
he’s a pro—able to dig up infor- 
mation, spot the selling idea, wrap 
it up in compelling copy. He can 
turn his typewriter to just about 
any product, any medium. And 
he’d .be very happy with this 
Chicago agency because he’d like 
our size (medium) and our stand- 
ards (high). Know this man— 
maybe as well as you know your- 
self? Then write (in confidence; 
our own people have seen this 
ad) to: 
Box 503, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Illinois St., Chicago 11, Ill. 


CATALOG MAKEUP 


Small, aggressive, highly-rated Mail Order firm re- 
quires services of man or woman thoroughly experi- 
enced in catalog layout, paste-up and typefitting. This 
person must be capable of handling art work with 
studios and typesetting with typographers. Our em- 
ployees all know of this ad. All replies strictly confiden- 
tial. Write fully, including previous experience, in 
detail. Reply Box 501, ADVERTISING AGE, 200 E. 


Qualifications 


sonalities and a few years’ 


opment. 


Opportunity 


workers. 


Reply 


Wanted: Three Jr. Space Salesmen 


A leading and fast-growing publication in the electrical field, 
established over 30 years, seeks three Jr. Space Salesmen. 


Desire young college graduates (24-30 yrs) with excellent per- 


Engineering training helpful but not necessary. 
starters,” hard-workers, ambitious, and capable of rapid devel- 


Will work at first with Senior Space Salesmen and take over 
rsonal account assignments as soon as ability is demonstrated. 
tarting salary commensurate with qualifications. Exceptional 

possibilities for substantial earnings in a few years for hard- 


Send complete resume to Box 502, ADVERTISING AGE, 200 E. 
Illinois St., Chicago 11, Ill. Our employees know of this ad. 


sales or serrerns experience. 
ust “self- 


POSITIONS WANTED 


TO A TIRED ACCOUNT EXECUTIVE: 
I'LL CARRY YOUR BRIEFCASE! Junior 
Exec. with top network, trained in all 
aspects of bdcastg. inc. Sales, Program 
and Financial, desires position as Asst. to 
Acct. Exec. MBA Single, 25, Self-starter, 
Excellent record, Best References. 


Box 7745, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


BUSINESS OPPORTUNITIES 


Complete Offset Preparation, Advertising 
copy, finished Art & Layout. Catalogs & 
Brochures a Speciality. 
R. L. Huey 

608 S. Dearborn 

SPACE BUYERS 

Do it better in Sanders Dandy ABC 3% 
Local Specialists. Top value. 
Write good old Sanders, Geneseo, 


Ha 7-1644 
Chicago, Ill. 


N.Y. 


RESEARCH AND LIBRARIAN 
In art studio or advertising agency. 10 yrs. 
experience. Employed. 


Box 7746, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
Energetic, mature man 29, with three 
years college and nine years experience 
in advertising—copy layout, service, client 
contact, production—who incorporates a- 
bility, personality and ambition is seeking 
employment with an organization that 
will give him the opportunity to exchange 
“know-how” and hard work for a mutu- 
ally rewarding future. 

Box 7754, ADVERTISING AGE 

200 E. Illinois St. Chicago 11 Ill. 

Copywriter with small N.Y. agency seeks 
position with West Coast or Florida agen- 
cy. Age 25, college graduate, veteran. 


Box 7752, ADVERTISING AGE 
480 Lexington Ave. New York 17, N. Y. 
BLOTTER WANTED 
Only 10% of my ideas are absorbed on 
present job. Other 90% are yours at great 
savings. College grad., Age 29. Specialties: 
Sales letters to industrial management, 
dramatic mail order copy, newsletters, 

campaigns, gimmicks. 


Box 7744, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


DVERTISING PRODUCTION MANAGER 
Presently with 4A agency (Prod. Mgr.) 
Solid background in prod. exp. Strong in 
all phases of graphic arts inc. estimating 
of printing, cost control, traffic, purchas- 
ing of art, type, engravings and printing. 
Experienced and capable of departmental 
supervision. Seeks added opportunity and 
responsibility. Will relocate. 


Box 7743, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Advertising space salesman, 20 years ex- 
perience, excellent record in consumer and 
trade publications, desires position as 
Space salesman or publisher’s representa- 
tive in New York or Eastern territories. 


Box 7733, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


MERCHANDISING-SALES PROMOTION 
Sales minded idea man experience con-- 
smer research sales promotion and public 
relations. Presently with nationa advt. 
agency on drug and appliance accounts, 
28, will relocate. 


Box 7753, ADVERTISING AGE 
480 Lexington Ave. New York 17, N. Y. 


EXPERIENCED YOUNG ADVERTISING 
EXECUTIVE LOOKING FOR OPPORTUNITY 
IN SMALL TOWN AREA 


Experienced in national advertising 
—merchandising—sales promotion— 
research—presentation of natl. me- 
dia. Tired of big city—available im- 
mediately. 

Box 498 ADVERTISING AGE 
480 Lexington Ave., New York 17,N.Y. 


COPYWRITER 


Los Angeles office of national 
4-A agency has immediate 
opening. Airline or travel ex- 
perience desirable. Predomi- 
nantly space copy. Please in- 
clude detailed experience and 
salary requirements in reply. 


Box 500 
ADVERTISING AGE 
480 Lexington Ave. 
New York 17, N. Y. 


Are you an 
experienced copywriter 
with a yen to go West? 


There is an important job in our 
growing Los Angeles advertising 
agency for a fully rounded, imag- 
inative copy man with strong 
reportorial and merchandising in- 
stincts. Most of our work is on the 
consumer side, creating integrated 
advertising programs for a few 
good-sized national and regional ac- 
counts. Billings total about $3,000,000. 
There is a bright future here for 
someone who thinks straight and 
writes well. 
One of our principals will interview 
qualified applicants in Chicago or 
New York sometime between Sep- 
| tember 10th and 16th, and in San 

Francisco or Los Angeles sometime 
between September 16th and Octo- 
ber ist. Please send photograph, 
complete biographical sketch, his- 
tory of past and present employment 
and salary requirements. All appli- 
cations confidential, but please state 
if references may be consulted in 
preliminary i 

Box 499 ADVERTISING AGE 


MISCELLANEOUS 


CANADA'S BEST MAILING LIST 
250,000 live names on Elliott stencils 
Call your list broker - 10 - DAY 
or Tobe’s - Niagara on the Lake, Canada 


Top quality technical illustrator and re- 
toucher desires free lance artwork assign- 
ments, catalogs, manuals, perspectives in 
color, black & white and line. 

A. C. Ullrich Rte 3 
McHenry, Il. 


Box 459 
Ph. ME 9-6348 


FOR RENT...Near North Side, Chicago 
Dignified offices suitable for small 
advertising agency. Remodeled town 
house. 1,000 square feet, five offices; 
two single offices. DElaware 7-3870. 
National Sporting Goods Association, 
716 N. Rush St., Chicago, Ill. Will air 


condition. 


The Midwest's 
outstanding placement 
service for Adv. - Art & 

allied fields. 


By appointment only 
59 E. MADISON + SUITE 1417 
CEntral 6-5670 - 


BIRCH 
* 


Executive 


Placement 
Counselors 


EDITOR—WRITER—Catholic periodical 
publisher seeking versatile writer—man or 
woman—who can edit. Varied assignments 
to meet needs of different age levels in 
children’s fleld. Teaching experience de- 
sirable. Midwest city. Salary open. In re- 
plying write brief sketch giving personal 
history, educational background, writing 
experience, interests, etc., Box 497, AD- 
VERTISING AGE, 480 Lexington Ave., 
New York 17, N. Y. 


“Our 44th Year” 


ADV. DIRECTOR $22,000 


Major appl. mfg. exper. with agy. 
background. 35-45 years. Midwest. 
Dream position for top man. Nego- 
tiations strictly confidential. 


GLADER CORPORATION 


“The Agency’s Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


ine, Fast, Fairly Priced Photography 


pics 


incorporated 


photographers 
DEARBORN 2-1062 
167 N. LASALLE, CHICAGO 2, ILLINOIS 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 
EDITOR FOR 


FARM MACHINERY LITERATURE 


We have an immediate opening 
for an experienced editor for farm 
machinery literature. Other du- 
ties, a semi-monthly newsletter 
to Dealers and a quarterly tabloid 
to farmers. Salary range between 
6-7 thousand. Write details with 
background, education, experi- 
ence and references to Stanley 
Roberts, Ferguson Division, 1721 
Packard Avenue, Racine, Wiscon- 
sin. 


HAROLD HOLT has been appointed a 
v.p. of Outdoor Advertising Inc., 
New York, with responsibilities for 


art, advertising, promotion, re- 

search, public relations and indus- 

try relations. Mr. Holt, formerly 

associated with Amos Parrish & 

Co., also has been with Foote, Cone 

& Belding and Wm. H. Weintraub 
& Co. 


N. Y. Mayor Praises 
Admen, Groups for 
Anti-Delinquency Aid 


(Continued from Page 2) 
National Advertisers, who nomi- 
nated the coordinator. 


® In answering Mayor Wagner, 
Mr. Gamble said: “How much 
communications experts can help 
on juvenile delinquency remains 
to be seen. We certainly do not 
minimize the difficulties. But there 
have been some successful cam- 
paigns on problems not unlike this 
one.” 

Mr. Gamble cited the successful 
experience in the “Stop Accidents” 
and “Forest Fire Prevention” cam- 
paigns of the Advertising Council. 

“Both of these are problems of 
getting people to behave better,” 
he said. “I have great confidence 
that these skilled advertising peo- 
ple working with you and your 
fine associates will be able to make 
real headway on this important 
problem.” 


Charles Rider to Basford 


Charles Rider, formerly with 
Bradbury, Sayles O’Neill Co., New 
York publisher, has joined the 
media department of G. M. Basford 
Co., New York. 


ADVERTISING 
POSITIONS 


ADVERTISING DIRECTOR ...... to $25,000 
Advertising Agency background appli- 
ance field a MUST. Previous mfg. ex- 
perience helpful. Midwest location. Age 
— Interview in Chicago in Sep- 
ember. 


Asst. Ad. Mgr.—Farm Equip. ....$6-7,000 
Account Executives ........... $6-10,000 
PS $7,000 
Ad Manager (insurance) ....... $8-9, 
Public Relations Asst. ........... $8, 


Many beginner positions also 
ARTHUR R. SNYDER 


Cadillac Employment Agency 
220 S. State Street, Chicago, WA 2-4800 


200 E. Illinois St. Chicago 11, Ill. 


\ GOT ONE BY _ 
Qe THE TAIL? 


If the business has 
suddenly grown up—too 
big to handle alone, too good 


to let go—why not solve the situation 
with an ad in Advertising Age’s 


classified page? 


Going to some 32,000 top management and 
advertising executives every week, AA 
offers an ideal spot under “Business 
Opportunities” to contact either Mr. Buyer 
or Mr. Partner. Rates are low, 
readership high, and responses are 


usually something to behold! 
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Broadcast Ratings ‘Not Worth a Hoot,’ ! wish / could wear all 
Declares White King’s Lawrence Nolte ”” 40" ““° “ o"" 


71 


(Continued from Page 3) 


had a hand in what was said. 
Under these circumstances it is 
not possible to be objective, and 
this is one reason the report is 
contradictory, Mr. Nolte believes. 


ws Noting that the report set up 22 
points for comparison of rating 
services—all companies meet 16 of 
the points, he noted—Mr. Nolte 
said he was not concerned as to 
which rating service has the most 
points. 

He made this analogy. In the 
rating of livestock, all are matched 
against a possible 100%. But the 
standards for a horse vary widely 
from those for pigs, or sheep, or a 
cow. So if you want a horse with 
100 points, 85 points won’t do, nor 
will a cow with 100 points serve 


7 


a eon 


Write today for Columbia's 


helpful new envelope guide 


as an adequate substitute. 

In the same fashion, a rating 
service with less than 100% of a 
determined standard will not be 
acceptable, Mr. Nolte feels. 

“So let’s get one rating method 
that will give not only good serv- 
ice in the big cities but in the 
sticks as well,” he said. In his 
opinion there is enough money 
now being spent by advertisers and 
their agencies to develop and set- 
tle upon one service. 


ws This would not mean the elim- 
ination of all other services, but 
that they would turn their efforts 
to more specialized functions in 
the field—e.g., measuring the im- 
pact of commercials, measuring 
impact versus frequency, etc. 

He proposed that advertisers, 
agencies and broadcasters get to- 
gether to “research the research,” 
then buy only that which is up to 
the standards set. Mr. Nolte says 
he thinks “ARF should finish the 
job it started.” The industry should 
give it funds, manpower and di- 
rection. 

“Let’s have more facts and not 
so many figures,” he concluded. 
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Professional & Managers— 39% 


of the people in professional, semi-professional & 
managerial occupations, in New York City & suburbs 


are News readers — 


. . . Not at all surprising! With 4,780,000 readers 
daily, The News has more of everybody, obviously. 

If you are concerned with finding more customers 

in the metropolitan market, you will be edified by . . . 


Profile of the millions 


Most important newspaper readership study ever made! 
W. R. Simmons & Associates Research, Inc. interviewed 
10,349 people. You can see their findings, for free. 
Visual presentation only. Ask any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) 


| e Increased Ad Budget 
STOPPER—This is one ad in a series 
and New Ideas Boost prepared by Emil Mogul Co., New 
ile’ O/ |York, for the $200,000 fall maga- 
Juvenile . Sales 134 7o zine drive for Adam hats. Most of 
ori g inal (Continued from Page 2) the ads will appear in Collier’s, ’ 


ARISTOCRAT 
style envelope 


permits 
printing 
over the 
entire 
back 


LOPE CoO. 
Melrose Park, Ill. 


G0OCk@AT 


2023 N. Hawthorne St. 


or 


and q delivery on envelopes of all 


outlets within a year. Previously, 
its distribution had been spotty, 
and mostly in the South. 

The new management team took 
over in May of 1954. Frank New- 
man was named president, Harold 
Scherr, v.p. in charge of sales, and 
Ernest Maas, sales manager. 

The first thing they did was re- 
style the company’s lines. Then 
the budget was raised from $20,000 
to $200,000 and a new agency— 
Ruthrauff & Ryan—was appointed. 


\§ The first objective of the new 
‘advertising was to impress the 
trade. This was done with frac- 
|ticnal pages in This Week Maga- 
\zine. Item ads also appeared reg- 
ularly in Parents’ Magazine. The 
ads were toned up with an air of 
sophistication. Trade advertising 
appeared in Boys’ Outfitter, Infants 
'& Children’s Review and Women’s 
|Wear Daily. 

Last fall, Juvenile ran its first 
ad in The New Yorker. This ad was 
|So successful that Juvenile will run 
‘another ad in that publication in 
the Oct. 1 issue. This time, a col- 
umn on the page opposite the ad 
will list stores in leading cities 
which sell the Juvenile lines. 

With the success from its last 
‘increase in advertising fresh in its 
icorporate mind, Juvenile plans 
another bcost for its next fiscal 
year (May to May) of about 52%. 
|This will bring its budget up to a 
little more than $300,000. The me- 
‘dia list will be expanded to include 
Parade as well as This Week 
Magazine and Vogue, to increase 
prestige within the trade. 


Chicago Pump to McCarty 

Chicago Pump Co., a subsidiary 
of Food Machinery & Chemical 
Corp., has appointed McCarty Co., 
Chicago, to handle its advertising. 
Chicago Pump manufactures sew- 
age treatment and disposal equip- 
ment, industrial pumps, industrial 
| waste disposal and distribution 
equipment, heating pumps and 
water supply systems. 


Revlon Appoints Roberts 


motion, a new position. 


Ebony, Esquire, Life, Look and The 
Saturday Evening Post starting in 
October. 


Judy Publishing Co. 
Is Now Judy-Berner; 
May Add New Books 


CHICAGO, Aug. 30—Judy Publish- 
ing Co., which under Capt. Will 
Judy has published Dog World for 
34 years, has taken a step toward 
expansion. 

George Berner, former v.p. of 
Ziff-Davis Publishing Co., has pur- 
chased a half-interest in the com- 
pany and becomes co-publisher. 
Judy has changed its name to 
Judy-Berner Publishing Co. 

Mr. Berner told AA that Judy is 
now considering other periodicals 
besides Dog World. “We look for 
marked expansion in the near fu- 
ture,” he said. He did not say into 
what field the move would be 
made, but he estimated that it 
would occur in about six months. 


® In his new capacity Mr. Berner 
will head the company’s business 
and advertising departments, while 
Capt. Judy remains in charge of 
the editorial end. The new partner 
re-enters publishing after an ab- 
sence of six years, having retired 
in 1949, after 10 years with Ziff- 
Davis. 

At present, Judy-Berner’s only 
publications other than Dog World 
are a number of hard-cover books 
on dog care and dog breeds. 


Marlboro Shirt to Harrison 

Marlboro Shirt Co., Baltimore 
maker of men’s dress and sport 
shirts, has appointed Lester Har- 
rison Inc., New York, to handle its 
advertising and sales promotion. 
Feigenbaum & Wermen Advertis- 
ing Agency, Philadelphia, formerly 
handled the account. 


Millerman to Signal-Stat 
Seymour Millerman has been 
appointed advertising manager of 


Revlon Products Corp., New|Signal-Stat Corp., Brooklyn mak- 
York, has named Joseph Roberts, 
with the company for about six|switches and flashers. Mr. Miller- 
months, manager of product pro-|man formerly was 


er of directional signals, signal 


advertising 
manager of Choldun Mfg. Corp. 


Womens stockings - 40% 


of the women (15 years or older) in New York City 
& suburbs, who bought stockings in the past year 


are News readers- 


Daily News women readers total 2,290,000. They 
buy most of the street dresses, suits, blouses, 
skirts, coats, shoes, hats, children’s clothing, 
corsets sold here . . . are New York’s majority 
customers for apparel, groceries and toiletries. 
You can learn significant facts on buying habits in 


Profile of the millions 


a visual presentation of new data on all New York 
City newspapers. Ask any New York News office. 


(Copyright 1955 by News Syndicate Co., Inc.) 


Hot cereal servers- 39 A 


of all women in New York City & suburbs (15 years 
and over) who served hot cereal in the past month 


are News readers- 


who lead the market in purchases of all the grocery 
products, cosmetics and toiletries, and clothing for 
women and children. You'll find authoritative and 
important new facts on incomes, home ownership, 

and buying habits in the best and most comprehensive 
market research study ever made in greater New York— 


Profile of the millions 


Now being shown in visual presentation to advertisers 
and their agencies. Inquire any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) 
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than any other newspaper 


Reader interest opens the door to consumer 
sales, especially in thriving Philadelphia’s 
favorite newspaper — The Evening* and 


Sunday Bulletin. 


Right now, many readers are taking an un- 
usual interest in The Sunday Bulletin and 
its sparkling all-new dress. Published in 


the world’s most modern newspaper plant, 
The Sunday Bulletin now features 10 sepa- 
rate sections with R.O.P. editorial and ad- 
vertising color. 


Because there is so much more of interest 
to Philadelphians in The Bulletin, Philadel- 
phians get more out of it. And that means 
advertisers do, too. 


Philadelphians like The Bulletin. They buy 
it, read it, trust it and respond to the ad- 
vertising in it. To reach the Greater Phila- 
delphia Market, use The Bulletin. 


The Bulletin is Philadelphia. 


*Largest evening newspaper in America 


In Philadelphia nearly everybody 
reads The Bulletin 


Advertising Offices: Philadelphia, 30th and Market Streets 
New York, 285 Madison Ave. * Chicago, 520 N. Michigan Ave 


Representatives: Sawyer Ferguson Walker Company in Detroi: 
Atlanta © Los Angeles * San Francisco 
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